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EDITORIAL 


SECiUnilF 

Congress  must  step  in  to  stop  the  agency’s 
‘securities  fraud’  threat  to  journalists 


VIEWED  FROM  THE  STILL-SMOLDER- 
ing  wreckage  of  the  financial 
meltdown,  the  Securities  and 
Exchange  Commission  (SEC)  sure  seems 
like  a  failed  watchdog.  As  the  system 
neared  collapse,  the  SEC  actually  relaxed 
capital  standards  for  some  of  the  biggest 
players  in  the  so-called  “shadow  banking’ 
business  of  arcane  investment  and  debt 
vehicles,  to  the  pwint  that  Bear  Steams, 
for  one,  was  canying  33  times  more  debt 
than  capital  before  it  imploded. 

For  years  the  SEC  missed  the  massive 
Ponzi  scheme  of  Bernard  Madoff,  as 
well  as  the  many  mini-Madoffs  who 
emerged  in  his  wake.  And 
all  the  while,  it  turns  out, 
some  of  its  senior  regulato¬ 
ry  officers  were  spending 
working  hours  gazing  at 
pornography. 

Yet  during  this  time  and 
continuing  right  now,  the 
SEC  has  been  dogged  in  its  pursuit  of 
one  target  —  a  journalist. 

We  \vrote  about  the  case  of  Porter 
Stansberry  and  his  eponymous  newslet¬ 
ter  in  this  space  back  in  December  of 
2008,  coincidentally  the  month  Bemie 
Madoff s  scam  was  uncovered. 

As  we  noted  then.  Porter  Stansberry’s 
Investment  Advisory  is  a  little  out  of  the 
mainstream  of  the  business  press, 
trafficking  in  breathless  tips  and  specu¬ 
lation  aimed  at  making  money  for  the 
investors  who  shell  out  serious  cash 
to  subscribe.  In  2003,  Stansberry 
published  an  item  reporting  he’d  been 
told  by  an  executive  of  a  certain  compa¬ 
ny  that  it  was  about  to  land  a  big 
contract.  In  Stansberry’s  retelling,  the 
executive  was  specific  about  the  date,  so 
he  told  subscribers  there  was  a  48-hour 
window  in  which  to  make  a  windfall. 
The  executive  says  he  didn’t  specify  a 
date  for  the  deal,  which  did  indeed 


Reporters 
should  be  made 
exempt  from 
securities  fraud 
charges. 


occur,  but  a  little  while  after  Stansberry’s 
item  said  it  would.  Any  subscriber  who 
acted  on  the  newsletter’s  timing  got  no 
windfall. 

Astonishingly,  the  SEC  called  that 
securities  fraud,  arguing  that  the 
theoretical  short-term  losses  that 
might  have  occurred  were  evidence 
of  his  “crime.”  The  SEC  never  alleged 
Stansberry  published  this  information  so 
he  could  profit  on  the  stock  himself  He 
was  acting  just  like  any  other  journalist 
in  the  business  press,  reporting  and 
commenting  as  faithfully  as  he  could. 

That’s  why  mainstream  newspaper 
publishers  and  journalist 
organizations  leapt  to 
Stansberry’s  side  as  the 
case  made  its  way  through 
the  courts. 

They  understood  that 
this  case  wasn’t  about 
Porter  Stansberry  or  his 
investment  advice. 

It  was,  as  E&P  put  it  two  years  ago, 
“about  whether  newspapers  and  all.  the 
press,  including  bloggers,  can  cover 
Wall  Street  without  being  under  the 
regulatory  thumb  of  the  SEC,  forever 
under  the  threat  that  the  agency  —  or 
some  disgruntled  shareholder  —  will 
bring  down  the  fury  of  securities  law 
for  something  they  wrote  about  stocks.” 

That  day,  unfortunately,  is  here. 

In  the  last  days  of  its  term,  the  U.S. 
Supreme  Court  without  comment 
refused  to  review  a  federal  appellate 
court  decision  holding  Stansberry' liable 
for  what  he  wrote  about  the  big  con¬ 
tract  that  got  delayed. 

The  SEC’s  regulatory  overreach  must 
not  stand.  Congress  must  quickly 
amend  securities  law  to  ensure  that 
reporters,  commentators  and,  yes, 
tipsters,  are  exempt  from  securities 
fraud  charges.  ■  B 
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COMMENTS  &  CORRESPONDENCE 


The  very  idea  that  government 
officials  are  acting  as  agents  of 
BP  (of  all  companies)  in  what 
clearly  seem  to  be  unconstitutional  acts 
to  intimidate  and  impede  the  media 
is  infuriating.  Obviously,  the  U.S. 
Government  and  BP  share  the  same 
interest  —  preventing  the  public  from 
knowing  the  magnitude  of  the  spill  and 
the  inadequacy  of  the  cleanup  efforts  — 
but  this  creepy  police  state  behavior  is 
intolerable. 

In  this  latest  case,  (a  photographer 
detained  outside  BP’s  Texas  City 
refinery)  the  journalists  were  not  even 
focused  on  the  spill  itself,  but  on  BP’s 
other  potentially  reckless  behavior  with 
other  refineries,  and  yet  there  are  DHS 
(Department  of  Homeland  Security) 
agents  and  local  police  officials  acting  as 
BP’s  personal  muscle  to  detain,  interro¬ 
gate,  and  threaten  a  photographer.  BP’s 
destructive  conduct,  and  the  govern¬ 
ment’s  complicity,  have  slowly  faded 
from  public  attention,  and  there  clearly 
seem  to  be  multiple  levels  of  law 
enforcement  devoted  to  keeping  it  that 
way,  no  matter  how  plainly  illegal  their 
tactics  are.  11 

www.editorandpubllsher.com 
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ConiaiBlackl 


60  AHEAD,  BURN  BRIDGES 

FROM  “THE  36  HOURS  THAT 
SHOOK  WASHINGTON”  BY  FRANK  RICH 
IN  THE  NEW  YORK  TIMES 


POLITICO  THEORIZED  THAT 

\_RoUing  Stone  freelancer 
Michael]  Hastings  had  pulled 
off  his  impertinent  coup  because  he  was 
a  freelance  journalist  rather  than  a  beat 
reporter,  and  so  could  risk  “burning 
bridges  by  publishing  many  of 
McChrystal’s  remarks.” 

That  sentence  was  edited  out  of  the 
article  —  in  a  routine  updating,  said 
Politico  —  after  the  blogger  Andrew 
Sullivan  highlighted  it  as  a  devastating 
indictment  of  a  Washington  media  elite 
too  cozy  with  and  protective  of  its 
sources  to  report  the  unvarnished  news. 


“The  Internet’s 
completely  over. 

I  don’t  see  why  I  should 
give  my  new  music  to 
iTunes  or  anyone  else.” 

—  Prince,  who  on  July  10  distributed 
more  than  2.5  million  copies  of  his 
new  album,  ZOFEN,  in  copies  of 
U.K.'and  Belgium  newspapers. 

up  for  the  annual  White  House 
correspondents’  dinner. 


LOBBY,  LOBBY,  MR.  BLACK 


My  Lai.  It  was  uncelebrated  reporters 
in  Knight  Kidder’s  Washington  bureau, 
not  journalistic  stars  courted  by  Scooter 
and  Wolfowitz,  who  mined  low-level 
agency  hands  to  challenge  the 
“slam-dunk”  W.M.D.  intelligence  in 
the  run-up  to  Iraq. 

Symbolically  enough,  Hastings  was 
reporting  his  McChrystal  story  abroad 
just  as  Beltway  media  heavies  and  their 
I  most  bold-faced  subjects  were  dressing 

I _ _ 
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case  in  any  other  advanced  Western 
democracy.  Second,  the  pressure  the 
SEC  and  U.S.  Attorney  can  bring  to 
bear  on  almost  anyone  around  the 
accused  tips  the  scales  against  a  fair 
trial  (the  threat  of  “Wells  letters”  to 
fading  A-listers  dependent  on  corporate 
directorships  for  their  livelihood,  etc.) 
Third,  the  combination  of  a  jury  box 
plus  dozens  of  charges  makes  it  an  easy 
temptation  for  jurors  to  split  the  differ¬ 
ence  and  acquit  on  most  but  convict  on 
just  enough  to  destroy  your  life. 

Conrad  will  regain  his  liberty  but  he 
will  never  get  his  life  back.  For  the  rest 
of  us,  it’s  worth  noting  that,  even  before 
the  industry’s  recent  difficulties, 
very  few  people  know  how  to  run 
newspapers.  Conrad  did.  The  Chicago 
Sun-Times,  The  National  Post  and  the 
(former)  Southam  papers  in  Canada, 
the  Telegraph  Group  in  London  and 
many  others  are  all  worse  without  him. 


FROM  “A  SCOTUS  WIN  FOR 


INTOLERABLE  BEHAVIOR 

FROM  “THE  BP/GOVERNMENT  POLICE 


STATE"  BY  GLEN  GREENWALD, 
AT  SALON.COM 


CONRAD  BLACK?”  ON  THE  NATIONAL 
REVIEW  BLOG  BY  MARK  STEYN 


In  any  event.  Politico  had  the  big 
picture  right.  It’s  the  Hastings-esque 
outsiders  with  no  fear  of  burning 
bridges  who  have  often  uncovered  the 
epochal  stories  missed  by  those  with 
high-level  access.  Woodward  and 
Bernstein  were  young  local  reporters, 
nowhere  near  the  White  House  beat, 
when  they  cracked  Watergate.  Seymour 
Hersh  W2is  a  freelancer  when  he  broke 


1  CONGRATULATE  MV  OLD  BOSS  ON 
his  victory  at  the  Supreme  Court. 
One  of  the  most  unattractive 
features  of  the  federal  justice  system  is 
the  way  that  narrowly  drawn  laws 
metastasize  over  time  to  cover  anything 
that  catches  a  prosecutor’s  eye.  When 
Conrad  first  got  into  this  mess,  and  I 
first  got  a  glimpse  of  the  steamroller 
heading  toward  him,  I  said  there’s  no 
point  trying  to  fight  this  thing,  and  in 
his  shoes  I’d  just  clean  out  my  bank 
accounts  and  scram  to  Belize. 

“Oh,  you’d  have  to  go  a  lot  further 
than  Belize,”  he  said,  mordantly.  More 
to  the  point,  he  wasn’t  interested  in  any 
solution  to  his  problems  short  of  total 
exoneration  and  vindication.  So  he 
fought  back,  and  at  great  cost  and  over 
a  long  time  he  has  clawed  back  95%  of 
the  case  against  him  —  yet  he  remains 
in  jail. 

Nobody  who  sees  the  system  close  up 
can  be  sanguine  about  it.  For  a  start, 
this  would  not  have  been  a  criminal 
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Zoo  attraction: 
caged  columnist 


Journalism  Online  co-founder  Gordon  Crovitz  thinks  so  — 
and  discusses  how  his  company  plans  to  make  it  happen 


ership,  knowing  that  different  readers 
will  value  full  access  differently  so  that 
publishers  can  establish  optimal 
pricing.  We  urge  “ 

publishers  to  embrace 
the  “freemium”  modd,  |  ^ 

almost  all  Websites 
have  both  casual  , 

readers,  who  should  “ 

continue  to  get  some  JL 

access  for  free,  and 

readers  who  will  pay  a  ^ 

reasonable  amount  for  full  access. 

This  freemium  approach  has 
worked  very  well  for  publishers 
such  as  WSJ.com,  FT.com  and 
ConsumerReports.org,  as  well  as  many 
companies  in  other  industries,  from 
online  games  to  online  music. 

Pandora,  for  example,  is  a  provider  of 
streaming  music  online  that  is  free, 
but  about  10%  of  its  users  pay  for  the 
premium  service. 

Once  we  work  with  a  publisher  to 
understand  its  brand,  content  and 
audience  engagement,  the  Press+  e- 
commerce  platform  is  designed  to  give 
publishers  many  ways  to  experiment 
with  different  approaches  to  learn  what 
works  best.  Most  publishers  now  are 
using  our  metered  access  model  —  free 
access  to  a  select  number  of  page  views 
per  month,  then  asking  the  most 
frequent  visitors  to  pay  for  full  access. 
This  is  an  elegant  application  of  the 
freemium  approach  and  will  deliver 
publishers  much  more  revenue  from 
subscriptions  and  advertising  than  the 
old-fashioned  paywall,  where  even 


BY  SHAWN  MOYNIHAN 

JOURNALISM  Online  has  arrived 
on  the  paid-content  scene  with  the 
purpose  of  providing  publishers  a 
wider  variety  of  options  in  charging  for 
online  eiccess.  With  its  Press+  service, 
publishers  can  determine  which  of  its 
Web  offerings  will  carry  a  price  tag, 
which  readers  will  find  it  most  valuable, 
and  exactly  what  that  price  will  be.  Those 
revenues  will  be  split  by  page  views 
among  the  participating  publishers. 

The  company’s  Reader  Revenue 
Platform  offers  the  flexibility  of  charg¬ 
ing  from  single-article  micropayments 
to  all-you-can-read  bulk  subscriptions 
across  multiple  publications.  Once 
readers  register  for  a  universal  Press+ 
usemame  and  password,  they  can  use 
the  same  login  to  purchase  content 
across  all  Press+  affiliate  sites. 

Former  Wall  Street  Journal 
Publisher  Gordon  Crovitz,  one  of  the 
partners  in  this  venture  and  no 
stranger  to  charging  for  online  content, 
spoke  with  Ei^P  about  Journalism 
Online  and  how  it  might  enable  news¬ 
paper  publishers  to  finally  start  turning 
“digital  dimes”  into  hard  profits. 


Columnist  Frank  Mickadeit  attracted  some 
strange  looks  while  taking  up  residence  in  a 
cage  at  the  Santa  Ana  Zoo. 


How  Frank  Mickadeit  took  a  break 
from  the  ‘O.C.  Register'  newsroom 


BY  MARK  FITZGERALD 

So  HOW  DID  Omhce  Couhjy Register  columnist 
Frank  Mickadeit  find  himself  on  exhibit  in 
a  cage  at  the  Santa  Ana  Zoo  in  California 
for  three  days  before  the  Fourth  of  July  holiday? 
He  was  seduced,  you  might  say,  by  a  gibbon 
hanging  from  a  perch  at  the  zoo. 

In  Mickadeit’s  retelling,  he  was  at  the  zoo  on 
assignment,  coming  off  a  typically  hectic  week 
of  work.  He  stopped  to  watch  one  of  the  zoo’s 
many  primates,  a  gibbon  hanging  contentedly 
by  one  arm,  and  eating  tree  leaves  using  his  leg: 
“It  just  looked  off  into  space  and  stayed  there, 
looking  like  it  had  not  a  care  in  the  world.  I 
thought  —  how  can  I  get  this  jobr 
By  just  asking,  it  turned  out.  The  zoo  was 
delighted  with  the  publicity,  and  the  exhibit 
dubbed  “Columnist  in  a  Cage:  columnist 
horribilis  in  his  Natural  Environment”  was 
something  of  a  local  sensation,  with  the 
Register  livestreaming  Mickadeit  in  the  cage  in 
a  business  suit  as  he  chatted  with  visitors  and 
interviewed  the  surprising  number  of  O.C.  heavy 
hitters  who  dropped  by. 

In  the  8-foot-by-8-foot  cage,  Mickadeit  seems 
to  have  found  that  gibbon’s  contentment:  “I  could 
have  stayed  there  several  more  days,”  he  says,  n 


While  deciding  to  become  a  Journalism  Online 
affiliate,  what  kind  of  critical  questions  should 
newspapers  ask  you? 

The  first  issue  for  publishers  is  to 
identify  the  core  of  what  readers  expect 
from  each  brand  and  what  journalism 
or  other  services  the  publisher  provides 
that  are  distinctive  and  even  unique. 
People  will  not  pay  to  access  commodi¬ 
ty  content  available  elsewhere  for  free. 
The  second  issue  is  to  assess  the  read- 
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readers  who  will  not  pay  for  access  are 
cut  off.  Our  mission  is  to  help  publish¬ 
ers  only  ever  to  ask  people  to  pay  for 
access  who  will  pay. 

Publishers  might  start  with  a  high 
meter  —  say,  20  or  25  free  page  views 
per  month  —  then  track  performance 
and  over  time  lower  the  meter  to,  say  10 
page  views  per  month.  Publishers  get  to 
have  their  cake  and  eat  it,  too:  They 
maximize  their  advertising  revenues 
while  adding  very  profitable 
digital  subscription  revenues. 

Can  you  say  yet  which  newspapers  are  on  board? 

We’re  working  with  some  1,500  news 
publishers  around  the  world  —  newspa¬ 
pers,  magazines,  broadcasters,  online 
sites  and  bloggers.  Each  publisher  will 
communicate  its  plans  to  its  readers  as 


it  launches  paid-access  models.  Some 
publishers  working  with  us,  such  as 
MediaNews  Group,  have  indicated  that 
they  are  launching  paid  services  using 
the  Press+  platform. 

Publishers  tend  to  want  to  hear  success  stories 
before  they  embrace  new  ways  of  doing 
business.  How  do  you  convince  them  that  your 
model  will  work,  and  do  so  across  a  mass  of 
major  publications  in  order  to  make  it  attractive 
option  to  other  potential  affiliates? 

When  we  started  Journalism  Online 
over  a  year  ago,  publishers  were  still 
asking  whether  they  should  try  to 
charge  for  digital  access.  Now  the  issue 
is  only  how  best  to  charge.  Publishers 
on  the  Press+  platform  are  benefiting 
from  research,  and  we  will  share  data 
on  what  works  best  for  each  type  of 


From  the  Archive 


Hawaii  officially  became  the  United  States'  50th  state  on  Aug.  21,  1959,  but  the 
actual  vote  was  held  months  earlier  on  March  12.  Here,  three  local  beauties  hold 
copies  of  the  Honolulu  Advertiser  announcing  the  news  of  the  March  vote. 


publisher,  whether  a  local  newspaper, 
an  online-only  site  or  a  specialty 
publisher  in  areas  such  as  business  or 
sports.  Expect  a  lot  of  experimentation 
in  2010  as  publishers  determine  their 
own  ideal  approach  and  pricing. 

It's  been  stated  that  Journalism  Online's 
proposition  is  that  Websites  can  convince  their  most 
frequent,  hard-core  visitors  (about  8%  to  15%  of 
their  total  visitors)  to  pay  fbr  that  content,  while  still 
maintaining  about  90%  of  their  total  page  views. 

Can  you  explain  how  this  is  achievable? 

The  core  idea  of  the  metered  model 
for  paid  access  is  that  users  are  able  to 
view  a  certain  amount  of  content  for 
free  before  being  asked  to  pay. 

Readers  who  visit  the  site  less  fre¬ 
quently  can  continue  to  do  so  for  free, 
while  those  who  visit  often  —  whose 
behavior  indicates  they  value  access 
the  most  —  will  be  asked  to  pay  for 
full  access.  Because  the  threshold  of 
free  access  is  cohfigurable  and  can  be 
changed  at  any  time,  publishers  can 
experiment  to  find  the  right  threshold 
between  free  and  paid  access. 

Done  right,  a  paid  content  model  will 
convert  the  most  engaged  readers  to 
paying  subscribers  without  putting  a 
large  percentage  of  traffic  in  play.  Most 
publishers  don’t  sell  all  of  their  page 
views  online,  so  little  advertising 
inventory  will  be  affected.  Moreover, 
advertisers  value  at  a  higher  rate  the 
eyeballs  of  those  readers  who  are  willing 
to  pay  for  content.  Indeed,  publishers 
such  as  the  Financial  Times  that  went 
from  a  free  model  to  a  metered  model 
showed  an  increase  in  advertising 
revenues  because  of  the  higher  rates  of 
advertisers  to  reach  paying  subscribers. 

One  of  the  goals  of  Journalism  Online  is  to  level 
the  playing  field  against  Google  and  Amazon, 
both  of  which  benefit  significantly  from  newspa¬ 
per  content,  and  enjoy  a  lot  of  leverage.  How  do 
you  accomplish  that?  Is  it  something  you  plan  to 
achieve  by  building  this  mass  of  affiliates  to 
achieve  a  position  of  strength,  or  is  there 
another  strategic  angle  there? 

Publishers  need  to  turn  technology 
into  an  enabler,  not  an  enemy. 
Partners  such  as  Google,  Amazon  and 
Apple  can  help  publishers  generate 
subscription  revenues  as  soon  as  they 
stop  giving  away  access  to  their 
readers  who  will  be  willing  to  pay. 

Our  goal  is  to  work  with  providers 
such  as  Google,  Amazon,  Apple,  and 

continued  on  page  14 
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LOCATION,  LOCATION,  LOCATION 


Newspapers  that'Are  early  experimenters  with 

geolocation  Web  and  mobile  services  Foursquare  and 
Gowalla,are  excited  about  the  potential  for  increasing 
reader  engagement,  driving  traffic  to  their  online  sites,  finding  new 
sources  of  advertising  revenue  —  even  jazzing  up  their  reporting. 

Both  services  combine  social  media  with  GPS,  allowing  users  to 
“check  in”  to  restaurants,  shops  and  other  businesses,  earning 
recognition  and,  often,  discounts.  They  can  access  reviews,  tip 
friends  to  deals  or  their  own  locations  and  even,  with  Foursquare, 
return  so  frequently  to  a  place  they  can  be  declared  its  “mayor.” 

“This  is  just  the  beginning.  We  believe  in  this  idea,”  Austin 
American-Statesman  Social  Media  Director  Robert  Quigley 
enthuses  about  the  Texas  paper's  partnership  with  Gowalla. 

Here’s  what  these  early  adopters  are  doing  with  geolocation. 

—  Debra  Gersh  Hernandez  and  Mark  Fitzgerald 


Geolocation  social  networks  are  most  often 
associated  with  good-timey  meet-ups  g 

with  friends.  But  when  a  suspicious  vehicle 
caused  the  evacuation  of  Times  Square  in  '' 
May,  The  Wall  Street  Journal  broke  the  news 
on  Foursquare.  As  soon  as  it  learned  of  the 
evacuation,  the  Journal  “checked  in”  to  Times  / 
Square  with  the  following  message:  "Portions  r 
of  Times  Square  have  been  evacuated  after  a  - 
report  of  a  suspicious  package."  2 


The  Metro  free  commuter  dailies  in  Toronto 
and  six  other  Canadian  cities  were  the  first 
newspapers  to  partner  with  Foursquare,  and 
they’re  making  the  most  aggressive  efforts  to 
monetize  geolocation.  Metro  cross-promotes 
the  Foursquare  deals  for  checking  in  to.  say, 
restaurants,  and  also  has  deals  exclusively  for 
Metro’s  Foursquare  users,  which  is  also  featured 
in  print.  “It’s  given  us  new  business  leads  for 
restaurants,”  says  Jodi  Brown,  Metro  Canada’s 
marketing  and  interactive  director.  “It  leads  to 
repeat  business,  and  for  restaurants,  it’s  a  risk¬ 
free  way  to  reach  new  customers.” 


Come  fly  with  me 


Travel  Advisory! 


Many  expect  geolocation  to  be  a  huge  phenomenon,  but  for 
now  it’s  in  its  infancy  and  can’t  be  expected  to  provide  either 
a  large  audience  for  newspapers  or  a  compelling  story  for 
advertisers.  Gannett’s  Washington,  D.C.,  television  station,  for 
example,  heavily  promoted  an  event  to  allow  Foursquare  users 
to  get  a  highly  coveted  Swarm  Badge,  which  requires  at  least 
50  people  to  check  in  at  the  same  place  simultaneously.  Just 
18  checked  in,  and  others  at  the  bar  couldn’t  be  coaxed  to  sign 
on  to  Foursquare  even  with  the  offer  of  two  free  drinks,  says 
Gannett’s  Gersh. 

“The  adoption  is  still  low,  which  makes  it  hard  to  offer  deals 
and  attract  businesses  and  even  community  involvement,” 

Gersh  cautions.  “We  think  everyone’s  using  it  —  but  they’re  not.’ 


USA  Today  is  aiming  its  geolocation  efforts  squarely  at 
one  of  its  core  customers:  the  business  traveler.  The 
Nation’s  Newspaper  already  had  an  extensive  series  of 
blogs,  communities  and  apps  for  road  warriors.  Its 
Gowalla  partnership  provides  more  ways  to  access  travel 
information,  and  gain  their  specially  designed  pins.  When 
a  traveler  checks  in  at  any  of  about  50  of  the  most-traveled 
airports,  he  gets  a  pin  to  follow  USA  Today  for  travel  news 
in  three  areas:  “Today  in  the  Sky”  for  news  about  airports 
and" airlines:  “USA  Today  Airport  Guide”  for  information 
about  parking,  places  to  eat  and  shop,  and  the  like;  and 
"USA  Today  Trips”  written  by  travel  writers. 

“For  us,  this  deal  was  about  getting  our  product  to  the 
business  traveler,”  says  Alexandra  Nicholson,  USA  Today's 
social  media  strategist. 
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l  I  I  M  BS? 


Gowalla’s  run 
for  the  roses 


Margaritaville  in  Austin  | 


Business  Models 


FTC’s  ‘Journalism 
reinvention’  ideas: 
The  good,  the  bad 
and  the  ugly 


The  Courier-Journal  in  Louisville, 

Ky.,  this  year  took  Gowalla  for  a  test 
gallop  at  its  hometown's  premier 
event:  the  Kentucky  Derby.  Any  user 
checking  into  the  airport  got  a  wel¬ 
come  message  from  the  newspaper, 
and  an  invitation  to  take  a  number  of 
custom-designed  trips.  Given  all  there 
was  to  do  on  Derby  Week,  and  the  ex¬ 
tensive  spots  on  the  trips  possibilities, 
a  surprising  number  of  visitors  did 
complete  the  trip  circuits,  says  Jodi 
Gersh,  Gannett  ContentOne’s  content 
manager/social  media. 


Examining  the  Federal  Trade  Commission's  talking  points  on 
possible  federal  aid  for  newspapers 


The  Federal  Trade  Commission  (FTC)  is  at  pains  to  emphasize 
that  the  ideas  contained  in  its  “staff  discussion  draft  of  potential 
policy  recommendations  to  support  the  reinvention  of  journalism” 
are  just  talking  points  —  not  steps  the  government  is  about  to  implement. 

That’s  a  good  thing,  because  the  proposals  packed  in  its  47  pages  range 
from  the  brilliant  to  the  boneheaded.  With  discussions  continuing  on  the 
FTC  draft,  here’s  ES^Fs  take  on  some  of  the  ideas,  from  a  newspaper 
industry  perspective. 


BUSINESS  MODELS 

Worthwhile:  Extending  so-called  L3C  corporations  to  newspapers  and 
other  general  news  organizations.  The  draft  makes  the  best  case  for 
changing  IRS  standards  for  tax  exemption  to  recognize  that  journalism  is 
a  public  benefit  and  allow  media  companies  to  incorporate  as  low-profit 
limited  liability  companies  that  can  operate  as  for-profit  businesses  while 
also  accepting  funding  or  investments  from  non-profits.  Similarly,  other 
proposals  would  let  newspapers  operate  as  “Flexible  Purpose”  or  “Benefit” 
corporations. 

Worth  thinking  about:  In  the  welter  of  ill-conceived  ideas  that  would 
give  newspapers  antitrust  exemptions  for  various  purposes  are  two  more 
sensible  proposals:  allowing  news  organizations  to  “agree  jointly  to  erect 
pay  walls”  and  allowing  them  to  “agree  jointly  on  a  mechanism  to  require 
news  aggregators  and  others  to  pay  for  the  use  of  online  content.” 

What  were  they  thinking?:  Apparently  some  publishers  are  urging  the 
FTC  to  recommend  extending  and  strengthening  the  Newspaper 
Preservation  Act.  The  joint  operating  agreements  (JOAs)  permitted  under 
the  law  have  a  miserable  record  of 
“preserving”  newspapers  Two  cases 
in  point  from  2009:  The  Rocky 
Mountain  News  and  the  Seattle 


Since  Gowalla  is  based  in  Austin,  it 
was  a  natural  pick  for  the  American- 
Statesman.  The  Cox  newspaper  launched 
with  a  series  of  trips,  using  a  built-in  feature 
of  Gowalla.  Users  collect  virtual  "stamps”  that 
mark  where  they’ve  been  on  a  pre-defined 
trip.  Complete  the  trip  and  they’ve  earned 
a  virtual  pin.  This  being  the  city  with  the 
unofficial  motto  “Keep  Austin  Weird,"  they 
include  a  Weird  Austin  trip  designed  by  humor 
columnist  John  Kelso.  Also  popular  is  the 
Austin  Margarita  Tour,  featuring  reviews  from 
the  newspaper. 

“Gowalla  is  not  only  a  marketing  effort,  but 
it’s  also  spreading  our  content  out  into  the 
city,”  says  the  paper’s  social  media  director, 
Robert  Quigley.  “Right  now,  people  generally 
have  to  come  to  the  Statesman  with  Twitter 
and  Facebook.  This  gets  us  into  the  location 
game.”  The  newspaper  pushes  hard  through 
house  ads,  blog  posts  and  its  Website  to  get 
people  to  “friend”  the  paper  on  Gowalla. 

Barely  two  months  after  its  launch,  some 
1,300  people  had  friended  the  Statesman, 
second  only,  Quigley  says,  to  USA  Today. 


PROTECTING 

ONLINE 

CONTENT 

Worthwhile: 

There’s  no  more 
fraught  issue  in  cyber¬ 
space  than  trying  to 
reconcile  the  public 
continued  on  page  13 
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Photo  of  the  Month 


JAMES  CHANCE 


Manila’s  North  Cemetery,  the  burial  grounds  for  Filipino  presidents  and 
other  celebrities,  is  also  home  to  some  2,000  of  the  city’s  poorest  families.  Squatters  live 
in  one-  to  four-story  shanties  atop  the  wall  of  tombs  that  form  the  cemetery’s  northern 
! !  exterior  wall.  James  Chance,  the  2010  recipient  of  the  Pictures  of  the  Year  International  (POYi) 

'  Emerging  Vision  Incentive,  will  spend  the  next  year  photographing  this  unique-community.  POYi 
|l  is  a  program  of  the  Donald  W.  Reynolds  Institute. 
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interest  in  a  free  and  open  Web  with  a 

newspaper’s  natural  economic  interest  in 

preventing  its  expensively  produced  reports 

from  simply  being  swiped  in  nanoseconds  by  any 

number  of  Websites  or  aggregators  news  in  a  cut- 

and-paste  world.  Yet  this  complex  problem  may  have 

a  simple  answer:  Amend  federal  copyright  law  to  again 

permit  news  organizations  to  sue  “free  riders”  who  grab  their  content 

under  the  old  “hot  news”  doctrine  still  recognized  by  some  states.  Though 

this  draft  isn’t  supposed  to  take  sides,  it  makes  a  strong  case  for  this  idea 

advanced  most  prominently  by  the  brothers  David  and  Daniel  Marburger. 

Worth  thinking  about:  In  this  part  of  the  draft  there’s  little  that  comes 
close  to  the  copyright  solution.  There  are  proposals  for  federal  legislation 
defining  hot  news  or  allowing  states  to  set  their  own  hot  news  standards 
that  might  reach  a  fair  balance,  but,  like  the  amended  Copyright  Act  itself, 
technology  could  soon  bring  out  unintended  consequences. 

What  were  they  thinking?:  Where  to  start?  There’s  a  proposal  to 
rewrite  copyright  law  to  “limit”  fair  use  —  as  if  that  wouldn’t  immediately 
bite  all  journalists  back.  There’s  an  offer  of  federal  “help  and  support”  for  a 
system  that  would  somehow  “license”  facts.  And  most  infamously,  there’s 
what  Jeff  Jarvis  calls  the  “constitutionally  abhorrent  doctrine  of ‘propri¬ 
etary  facts.’”  That’s  another  third  rail  for  newspapers. 


PUBLIC  SUBSIDIES 

Worthwhile:  Here’s  one  for  circulation  execs;  a  proposal  to  increase 
postal  subsidies  for  newspapers.  As  the  draft  notes,  postal  subsidies  have 
gone  from  covering  approximately  75%  of  the  cost  of  mailing  (in  1970)  to 
about  25%  in  2010.  That’s  a  decrease  from  about  $4  billion  to  $500-$600 
million,  and  it’s  high  time  this  disparity  was  set  right  —  and  opening  a 
dialogue  on  this  is  a  very  good  thing.  One  glaring  omission:  The  FTC’s 
document  does  not  address  the  USPS’  bias  toward  direct  mailers,  in 
continually  cutting  deals  for  cheaper  postal  rates. 

Worth  thinking  about:  Providing  news  organizations  a  tax  credit  for 
every  journalist  they  employ  is  one  way  to  help  newsroom  staffs  expand 
again  and  get  a  tax  break  in  the  process.  Provided  there  weren’t  an  array 
of  strings  attached,  this  could  be  a  win-win.  Likewise,  providing  grants  to 
universities  to  conduct  investigative  journalism  and  establishing  a  “jour¬ 
nalism”  division  of  AmeriCorps  are  also  solid  ideas  worth  pondering  —  as 
long  as  government  influence  can  be  kept  to  a  minimum.  But  it’s  worth 
noting  that  if  college  student  journalists  are  to  be  doing  investigative 
journalism,  they’d  need  the  same  legal  protection  professional  journalists 
have  (in  most  states)  when  it  comes  to  protecting  confidential  sources  — 
not  an  easy  thing  to  achieve. 

What  were  they  thinking?:  Establishing  a  fund  for  local  news,  which 
would  be  paid  for  with  money  the  FCC  currently  collects  or  could  collect 
from  or  could  impose  upon  telecom  users,  television  and  radio  broadcast 
licensees,  or  Internet  service  providers  —  and  administered  in  open 
competition  through  state  Local  News  Fund  Councils  —  would  be 
ponderous  and  very  costly.  Not  to  mention,  there’s  no  guaranteeing 
fairness  in  that  “open  competition.” 

A  proposal  to  establish  “Citizenship  News  Vouchers”  that  would  allow 
taxpayers  (via  their  tax  returns)  to  allocate  some  amount  of  government 
funds  to  the  non-profit  media  organization  of  their  choice  is  another 
non-starter.  Americans  have  already  spoken  their  minds  on  this  one; 

A  recent  Rasmussen  Reports  poll  showed  that  84%  of  those  asked 
opposed  a  3%  tax  on  monthly  cell  phone  bills  to  help  newspapers  and 
traditional  journalism.  The  same  poll  showed  lopsided  opposition  to  a 
tax  on  computers,  e-readers  and  other  equipment. 

To  submit  comments  or  additional  proposals  to  the  FTC’s  document,  go 
to  http://bit.ly/cuc6YX .  S 
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Send  us  your  photos!  E&P  welcomes 
reader  submissions  for  our  Photo  of  the 
Month.  E-mail  images  or  links  to 
smoynihan@editorandpublisher.com. 
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continued from  page  9 
others  to  create  what  is  ultimately 
the  best  experience  for  users:  A  single 
account  for  access  to  a  publisher’s 
content  across  any  medium,  whether 
it  is  fhe  browser  edition,  a  mobile  or 
tablet  application,  or  an  e-reader 
edition.  That  means  enabhng 
publishers  to  market  these  products 
directly  to  their,readers  from  their 
own  Websitea  and  to  preserve  their 
relationship  with  those  customers. 

Newspapers  who  become  Journalism  Online 
affiliates  will  be  able  to  make  their  own  deci¬ 
sions  about  how  they  want  to  charge,  but  what's 
your  take.on  the  micropayments  vs.  online  sub¬ 
scriptions  debate?  Which  approach  do  you  think 
sees  a  better  chance  for  success? 

For  publishers,  online  subscriptions 
offer  an  attractive  source  of  recurring, 
dependable  revenue.  Unlimited  access 
to  a  few  favorite  brands  —  and  limited 


free  access  to  others  brands  that  may 
be  less  essential  to  them  —  may  also 
be  a  better  proposition  for  readers. 
For  example,  a  reader  who  pays  for 
12  separate  50-cent  articles  in  a  given 
month  may  pay  the  same  amount  as 
another  reader  who  buys  unlimited 
access  for  $5.99/month,  but  the 
subscription  is  a  better  value  and  is 
certainly  easier  and  more  convenient 
than  having  to  make  one-off  decisions 
about  paying  for  access. 

How  long,  in  your  opinion,  do  you  think  it  will  be 
before  newspaper  companies  drop  the  print  prod¬ 
uct  altogether  and  fully  embrace  digital  delivery? 
What  needs  to  happen  before  that  day  comes? 

All  anyone  knows  for  sure  is  that  as 
readers,  we  increasingly  rely  on  digital 
products,  whether  Websites  or  mobile 
or  e-reader  access.  Print  will  not 
disappear  overnight,  but  the  urgent 
need  is  for  publishers  to  find  a  way  to 


have  the  same  direct  relationship  with 
'  their  online  readers  as  they  have  had 
in  print. 

More  broadly,  publishers  have  an 
enormous  opportunity  to  use  digital 
technologies  such  as  online  e-com¬ 
merce  to  deepen  their  relationship 
with  their  best  readers  by  converting 
them  to  paying  subscribers  —and 
then  making  sure  that  the  value  they 
deliver  in  terms  of  the  journalism 
remains  highly  relevant  and 
essential.  Asking  the  most  engaged 
readers  to  pay  for  full  access  is  the 
surest  way  to  ensure  that  the 
journalism  remains  strong  enough 
to  justify  a  payment.  As  editors  gain 
a  clear  line  of  sight  to  this  new 
revenue  stream  of  online  subscrip¬ 
tions,  they  will  be  able  to  dedicate 
more  resources  to  what  makes  their 
brand  unique,  which  will  ensure  the 
quality  of  their  journalism.  B 
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McCormick  Place  South  Chicago,  IL  USA 


A  Gustomized  Trade 
Show  for  the  Americas 


Worldwide  introductions  of  the 
hottest  new  technologies 

Live  equipment  demonstrations  of  the 
latest  applications  and  workflow  solutions 

Learn  something  new — over  50  seminars 
in  20  education  categories 

Network  with  industry  ex|^)erts  and  peers 
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Explore  Equipment  &  Products  of 
Interest  to  YOU 


Hybrid  Production 

Digital  Presses 

(hardware  &:  software) 

Offset  Presses 

CTP  &L  associated  Plate 

Bending/Punching 


Production  Workflow 
UV  &L  Heatset  lechnology 
Post  press  &  Mail  room 
Equipment 
Consumables 
Parts  &  Accessories 


Discover  Special  Show  Floor  Features 


Introducing  the  debut  of 


^  sponsored  by 
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PLUS — the  largest  mailing  &  fulfillment  exhibition  anywhere 


AND — hack  by  attendee  demand 
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■  NUMBER  ()l  .\1)S  IN  (lAV  LOCAL  NEWSPAPERS, 

1  BY  CATEGORY 

REBOUNDING?  ^ 

Category 

2008 
#  % 

2009 

#  % 

Change  in  # 
2008-2009 

Professional  Services  (small  space) 

1.444 

11.3 

2,067 

15.6 

43.1 

Services/Non-Medical 

1,717 

13.4 

1,715 

12.9 

-0.1 

Eat  and  Drink 

1,581 

12.4 

1,466 

11.1 

-7.3 

Arts  &  Entertainment 

1,089 

8.5 

1,106 

8.3 

1.6 

Classifieds 

302 

2.4 

1,069 

8.12 

54.0 

Retail 

689 

5.4 

942 

7.13 

6.7 

Health/ Fitness/Grooming 

726 

5.7 

869 

6.5 

19.7 

Real  Estate 

1,043 

8.2 

697 

5.3 

-33.2 

Medical/Health-Related 

822 

6.4 

570 

4.3 

-30.7 

Phone  Services/Personals 

553 

4.3 

461 

3.5 

-16.6 

Travel 

951 

7.5 

445 

3.4 

-53.2 

Financial  Services 

306 

2.4 

364 

2.71 

9.0 

Events 

98 

0.8 

328 

2.52 

34.7 

Automotive 

273 

2.1 

166 

1.2 

-39.2 

Home 

331 

2.6 

160 

1.2 

-51.7 

Gay-Oriented  Media 

227 

1.8 

122 

0.9 

-46.3 

Beverage  Alcohol 

77 

0.6 

102 

0.83 

2.5 

Fashion  &  Accessories 

118 

0.9 

74 

0.6 

-37.3 

Other 

426 

3.3 

529 

4.0” 

24.2 

Total 

12,773 

100% 

13,252 

100% 

3.8 

*  Ad  spending  for  gay-oriented  newspapers  and  magazines  jumped  15.6%  in  2009  to  a  record  $349.6  million. 

Source:  2009  Gay  Press  report,  Prime  Acc^s  Inc.  &  Rivendell  Media 


FRFE-STANDING  INSKRT  COUPONS  ON  TIIK  RISK 


First-half  2010  results  versus  first-half  2009 


Measure 

First  Half  2010 

%  Change 

Dollars  Circulated 

$234  billion 

17.8% 

Coupons  Dropped 

155  billion 

10.1% 

Pages  Distributed 

113  billion 

6.5% 

Face  Value  (average) 

$1.51 

7.1% 

Fuse  (weeks) 

8.8 

-9.0% 

Source:  Kantar  Media 


Percent  Change  in  Q1  Measured  Ad  Spending 

MEDIA  SECTOR  January  -  March  2010  vs.  2009 
(Sectors  and  types  listed  in  rank  order  of  spending) 

-  TELEVISION  MEDIA  10.5% 

NetwrorkTV  11.6% 

Cable  TV  8.2% 

Spot  TV  22.0% 

Spanish-language  TV  7.2% 

Syndication  -  National  -13.2% 

MAGAZINE  MEDIA  -3.2% 

Consumer  Magazines  -3.9% 

B-to-B  Magazines  -8.4% 

Sunday  Magazines  13.7% 

Local  Magazines  -7.1% 
Spanish-Language  Magazines  1.5% 

NEWSPAPER  MEDIA  -3.7% 

Local  Newspapers  -5.6% 

National  Newspapers  9.1% 
Spanish-language  Newspapers  4.5% 

INTERNET  (display  ads  only)  5.0% 

RADIO  MEDIA  7.4% 

Local  Radio  4.6% 

National  Spot  Radio  19.0% 

Network  Radio  3.0% 

OUTDOOR  -0.4% 

FSIs  12.8% 

TOTAL  5.1% 


Source:  Kantar  Media 


1  LOOKING  AHEAD: 

DAILY  NEWSPAPER  UNI  I  CIRCULATION  (IN 

THOUSANDS) 

North  America 

2005 

2006 

2007 

2008 

2009 

p2010 

2011 

2012 

2013 

2014 

2010-14 

CAGR 

SiAIL'- 

Paid  circulation 

53,345 

52,329 

50,742 

48,597 

43,450 

40,000 

38,000 

37,000 

36,000 

35,000 

-4.2 

Free  dailies 

2,350 

2,500 

2,750 

2,900 

2,800 

2,750 

2,725 

2,725 

2,730 

2,745 

-0.4 

U.S.  total 

55,695 

54,829 

53,492 

51,497 

46,250 

42,750 

40,725 

39,725 

38,730 

37,745 

-4.0 

Paid  circulation 

4,799 

4,753 

4,675 

4,295 

3,900 

3,700 

3,550 

3,450 

3,400 

3,375 

-2.9 

Free  dailies 

1,200 

1,760 

2,200 

2,500 

2,410 

2,375 

2,350 

2,355 

2,365 

2,380 

-0.3 

.  Canada  total 

5,999 

6,513 

6,875 

6,795 

6,310 

6,075 

5,900 

5,805 

5,765 

5,755 

-1.8 

Paid  circulation 

58,144 

57,082 

55,417 

52,892 

47,350 

43,700 

41,550 

40,450 

39,400 

38,375 

-4.1 

Free  dailies 

3,550 

4,260 

4,950 

5,400 

5,210 

5,125 

5,075 

5,080 

5,095 

5,125 

-0.3 

Total 

61,694 

61,342 

60,367 

58,292 

52,560 

48,825 

46,625 

45,530 

44,495 

43,500 

-3.7 

Quick  hits 

*  Overall  paid  circulation  in  North  America  will  fall  at  a  4.1%  compound  annual  rate  to  38.4  million  in  2014  from  47.4  million  in  2009. 

*  Free  circulation  will  decline  by  0.3%  compounded  annually  from  5.21  million  to  5.13  million. 

*  Total  circulation  of  43.5  million  in  2014  will  be  3.7%  lower  on  a  compound  annual  basis  from  52.6  million  in  2009. 

Source:  PricewaterhouseCoopers'  Global  Entertainment  &  Media  Outlook 
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Man  on  the  ground 


nil  no  MU.  IT' 


Cartoonist  raises  $26K  to  return  to  war-torn  country 

BY  ROB  TORNOE 

CARTOOl^IST  AND  PULITZER  PRIZE  FINALIST  TeD  RaLL 
will  be  traveling  back  to  Afghanistan  this  month  to  “see 
what  has  changed  and  how  life  is,  going  for  Afghans, 
especially  those  in  the  remote  provinces  in  the  south¬ 
west  where  Western  reporters  never  venture.” 

Rail  first  visited  Afghanistan  in  2001.  This  time,  he’s  bringing 
some  company.  Fellow  cartoonists  Matt  Bors,  who  like  Rail  is 
syndicated  by  Universal  UClick,  and  Web  cartoonist  Steven  Cloud 


have  pacl^ed  their  bags,  grown 
out  their  beards  and  are 
scheduled  to  meet  Rail  in  / 

Dubai  on  Aug.  11.  From 
there,  the  trio  will  fly  to 
Dushanbe,  Tajikistan, 
their  staging  ground  prior 
to  crossing  the  Tajik  border 
into  Northern  Afghanistan  a 
day  later. 

I  spoke  with  Rail  about  returning  to 
Afghanistan  and  how  funding  an  inde¬ 
pendent  trip  through  new  methods  like 
Kickstarter.com  compares  to  his  media- 
funded  expedition  almost  nine  years  ago. 

I  guess  the  most  obvious  question  is 
why  now?  Why  go  back? 

August  2010  will  probably  mark  the 
last  major  offensive  by  U.S.  forces  in 
Afghanistan  before  the  initial 
drawdown  of  troops  scheduled  by  the 
Obama  administration  in  2011.  So  this 
will  be  the  crunch  time  of  the  war.  I  was 
there  in  November-December  2001,  at 
the  end  of  the  beginning  of  the  Karzai 
era.  Now  I’ll  be  there  at  the  beginning 
of  the  end.  We’re  watching  the  start  of 
the  next  phase  in  Afghanistan’s  31-year- 
long  civil  war. 

You’re  funding  a  large  part  of  your  travel 
expenses  through  Kickstarter,  a  Website 


30  OR  40  ,  I 
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that  allows  individuals  to  fund 
creative  projects  they  want  to  see  get 
done.  How  did  you  find  out  about  it? 

I’ve  been  wanting  to  return  to 
Afghanistan  for  years.  Unfortunately,  I 
haven’t  been  able  to  find  a  newspaper  or 
magazine  willing  or  able  to  fund  war 
correspondency  —  even  on  my  relatively 
low  budget.  Stephanie  McMillan,  the 
cartoonist  who  draws  Minimum 
Security,  recommended  that  I  try  getting 
the  money  through  Kickstarter.  It 
worked;  I  got  $26,000  from  over  200 
supporters  who  wonder  what’s  going  on 
Afghanistan  but  aren’t  getting  the  real 
story  from  the  media. 

Do  you  see  this  as  a  viable  method  of 
funding  journalism  projects  in  the  future? 

I  am  pessimistic  about  the  short-term 
future  of  this  kind  of  reporting.  Sure,  I 
got  the  financing  via  Kickstarter,  and 
that’s  awesome.  But  what  if  the  story 
hadn’t  been  as  interesting  —  yet  still 
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important?  Or  what  if  no  one  had  ever  j  i 
heard  of  me?  Would  I  still  have  been  j  j 
able  to  get  financing?  i 

ji 

In  your  opinion,  how  does  the  media  | 
coverage  of  the  war  in  Afghanistan  rep¬ 
resent  the  reality  on  the  ground,  both  for  | 
our  troops  and  the  Afghans  themselves?  I 

I  was  unimpressed  by  the  depth,  1 1 

education  and  street  smarts  of  many  j 

of  the  American  reporters  I  met  in  j 

Afghanistan  in  2001.  None  were  experts  [ 
on  Afghanistan  or  Central  Asia;  lione 
had  been  there  before.  They  were 
parachuted  in,  and  it  showed  —  they  did¬ 
n’t  have  the  historical  or  political  context 
necessary  to  report  accurately.  For  in-  j 
stance,  they  reported  that  Afghan  girls  i 
couldn’t  attend  school  under  the  Taliban.  |  j 
Well,  neither  could  boys.  The  restriction  j 
was  cost  —  you  have  to  buy  the  school  ! 
uniform.  No  one  had  the  money.  I 

Many  were  also  corrupt.  TV  networks 
took  up  residence  with  local  warlords. 
Camera  crews  paid  women  to  take  off 
their  burqas  so  they  could  film  the  “free¬ 
dom,”  then  the  women  would  put  on  new  ' 
ones.  They  even  paid  for  Afghan  soldiers 
to  fire  shells  into  empty  fields  to  make  it  | 
look  like  something  was  happening. 

I  didn’t  get  the  impression  that  U.S. 
reporters  cared  about  how  the  war  wcis 
affecting  Afghans  or  how  Afghans 
perceived  us.  They  didn’t  mention, 
for  example,  that  Afghans  had  heard 
neither  of  9/11  nor  or  A1  Qaeda.  For 
them  it  was  about  the  excitement  of 
the  war,  if  and  when  Kabul  was  going 
to  fall,  and  what  wsis  in  it  for  the  U.S. 

They  didn’t  get  it  —  which  is  part  of  the 
reason  the  politicians  and  ordinary  citizens  | 
who  rely  on  journalists’  reports  to  know  j 
what’s  going  on  —  didn’t  get  it  either.  ! 

I  ; 

What  do  you  hope  readers  will  gain  from  |  j 

your  coverage  of  the  current  situation  in  I  j 

Afghanistan?  i  j 

Hopefully  readers  will  gain  insight  as  1  j 

to  what’s  going  right  and  wrong  there, 
and  what  we  could  have  done  differently  1 1 
(aside  from  the  obvious  solution  of  not  ! 

invading  in  the  first  place).  | 

Both  Ted  Rail  and  Matt  Bors  will  be  j 
providing  cartoons  through  Universal  j 

UClick  about  their  experiences  in  j 

Afghanistan.  Rail  will  also  be  posting  I  j 

daily  cartoons  at  his  Website,  1 1 

www.rall.com.  II  i  | 


Rob  Tomoe  can  be  reached  at 
robtomoe@gmail.com. 
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Eight  strategic  seedlings  to  help  newspapers  thrive 


DI  /VLAni  U.  iVl 
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BY  ALAND.  MUTTER 

'HAT  TREES  DO  THEY 

prfant?”  the  original 
Mayor  Richard  J.  Daley 
once  demanded  angrily  of  his  critics  in 
the  Chicago  press. 

He  had  a  point.  Anyone  can  find  fault 
with  City  Hall,  hut  it’s  another  thing  to 
run  a  big,  complex  city  in  a  challenging 
time  of  change.  That  didn’t  stop  us  from 
criticizing  the  mayor,  of  course.  But  he 
did  have  a  point. 

And  so  do  the  newspaper  publishers 
who  occasionally  ask  me  the  same 
question;  In  response,  here  are  eight 
strategic  seedlings  to  help  newspapers 
thrive; 


GROW  AUDIENCE 

Because  every  media  business 
depends  on  attracting  an  audience  and 


selling  it  for  money,  newspapers 
honestly  and  objectively  must 
understand  who  their  readers  are  — 
and,  even  more  significantly,  who  their 
readers  are  not.  Newspapers  simply 
cannot  rest  on  the  residual  power  of 
their  brands  or  milk  the  waning  reach 
in  their  markets.  They  have  to  find  fresh 
ways  to  delight  existing  print  and  digital 
customers  at  the  same  time  they  identi¬ 
fy  strategies  to  attract  former  readers 
and  non-readers. 

GROW  PRODUCTS 

The  one  lesson  we  have  learned  in 
the  age  of  media  fragmentation  is  that 
one-size-fits-all  media  won’t  please  all 
the  people  all  the  time.  Newspapers 
must  develop  cost-effective  niche  media 
to  serve  carefully  targeted  audiences 
coveted  by  advertisers.  A  well-conceived 


R 


■  portfolio  will  assure  a  healthy  and 
defensible  future  for  the  business. 

GROW  ENGAGEMENT 

For  an  expanding  number  of 
people  of  all  ages,  media  consumption 
increasingly  is  active  and  not  passive. 
Newspapers  have  to  abandon' tradition¬ 
al,  voice-of-God  journalism  in  favor  of 
I  an  ongoing  dialogue  with  their  readers. 
This  includes  embracing  reader 
comments,  aggregating  content  from 
disparate  sources,  and  soliciting  articles 
from  multiple  vantage  points.  Instead 
of  putting  walls  around  their  content, 
j  publishers  should  encourage  remixes, 

I  mash-ups  and  other  user  customization. 

GROW  COMMUNITY 

Modern  consumers  view  the  digital 
media  as  a  living,  breathing  community 
in  which  they  have  a  rightful  voice. 
Publishers  hoping  to  have  an  ongoing 
relationship  vrith  those  consumers  must 
incorporate  social  capabilities  liberally 
into  their  products.  That  means  distal 
applications  must  include  sharing,  com¬ 
menting  and  reviewing  capabilities  to 
cross-pollinate  content  and  audiences 
among  sites.  This  will  pay  dividends  in 
increased  traffic,  as  well  as  valuable 
in-bound  links  to  boost  rankings  on 
Google  and  the  other  search  engines. 
YouTube,  Facebook,  Twitter,  Flickr, 
Digg  and  other  social  media  should 
be  viewed  as  partners,  not  competitors. 
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NEWSOSAUR 


GROW  PERSONALITY 

Like  it  or  not,  we  live  in  an  age  of 
attitude  throughout  the  media,  from 

j  Rush  Limbaugh  to  Jon  Stewart  and 

I  everyone  in  between.  Newspapers  look 
like  fuddy-duddies  when  they  steadfast¬ 
ly  cleave  to  a  studied  grayness  while  the 
rest  of  the  highly  competitive  media 
landscape  is  filled  with  heat  and  light 
(though  the  heat  and  light,  sad  to 
say,  in  some  cases  is  not  the  same  as 
substantive  illumination).  To  hold 
their  own  amid  the  hubbub,  news¬ 
papers  have  to  project  personality 
into  their  writing,  graphic  packag¬ 
ing  and  m.arketing. 

GROW  RELATIONSHIPS 

Newspapers  need  to  work  like 
there  is  no  tomorrow  to  solidify 
relationships  with  their  readers  and 
advertisers.  For  readers,  newspapers 
need  to  emphasize  authoritative, 
incisive,  thorough  and  compassion¬ 
ate  reporting  on  local  issues  —  and 
a  relentless  focus  on  the  quality  of 
life  in  the  community.  To  woo 
advertisers,  the  traditional  themes 
still  ring  true:  an  engaged  audience, 
a  trusted  environment,  efficient 
market  coverage,  reliable  delivery, 
and  superior  service. 

j  GROW  VALUE 

I  With  the  economy  likely  to 
remain  in  the  doldrums  for  the 
foreseeable  future,  newspapers 
ought  to  be  seeking  to  deliver  a 
discernible  return  on  investment  for 
readers  by  helping  them  make  or 
save  money  —  ideally,  doing  both  at 
the  same  time.  This  can  take  the 
form  of  shopping  coverage,  con¬ 
sumer  advocacy,  career  advice  and 
personal-finance  reporting.  Quality 
coverage  of  small-business  issues 
not  only  will  please  a  large  and 
engaged  cadre  of  influential  readers, 
but  also  could  turn  a  fair  number  of 
business  owners  into  advertisers. 

GROW  A  BOLD  CULTURE 

To  succeed,  newspapers  need 
to  cultivate  internal  cultures  of 
openness,  customer  service  and 
innovation  —  but  disciplined 
innovation  based  on  the  following 
sequence:  (1)  identify  likely 
prospective  audiences  and 
advertisers;  (2)  develop  a 
comprehensive  go-to-market  plan; 
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(3)  construct  a  detailed  operating  budg¬ 
et;  and  (4)  build  and  launch 
products  only  after  the  first  three  steps 
suggest  the  project  has  a  significant 
chance  of  success. 

When  you  go  for  it,  go  for  it.  Don’t 
stint  on  the  fertilizer  —  a  proper  level 
of  investment  —  that  makes  every 
business  grow.  0 


Alan  D.  Mutter  is  a  newspaper 
editor-turned  Silicon  Valley 
CEO-tumed  newspaper  consultant. 
He  writes  Reflections  of  a  Newsosaur, 
a  popular  industry  blog  at 
WWW.  newsosaur.  blogspot.  com. 

He  can  be  reached  at 
alan.mutter@  broadbandxxi.com. 
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For  decades,  marketers 
have  used  the  £&P  Market 
Guide  as  a  planning  tool, 
relying  on  the  rich  demo¬ 
graphic  and  economic 
tables  to  prepare  remark¬ 
ably  accurate  annual  pro¬ 
jections.  Now  in  its  86th 
printing,  the  2010  E&P 
Market  Guide  is  better 
than  ever!  With  newly 
updated  data  throughout 
the  book,  and  carefully 
constructed  forecasts 
based  on  more  than  90 
individual  variables  drawn 
from  Department  of 
Commerce  data  and 
reports  from  city  chambers 
of  commerce  from  across 
the  country,  the  2010  edition  of  this  indispensable  tool  is  a  must- 
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Editor  &  Publisher  Directories,  P.O.  Box  25859,  Santa  Ana,  CA  92799 
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Latin  American  newspapers  don’t 
sharelheir  northern  neighbors’  woes 


BY  MARK  FITZGERALD 

RICEWATERHOUSE  COOLERS’ 
latest  report  on  the  newspaper 
industry  worldwide  contains  the 
usual  bad  news  for  North  American 
papers.  Ad  revenue  that’s  plunged  38% 
at  U.S.  and  Canadian  papers  since  2005 
will  fall  another  16%  over  the  next  three 
years  before  turning  up  ever  so  slightly, 
PwC  estimates.  And  the  Big  Four  audit¬ 
ing  and  professional  services  firm  flatly 
predicts  North  American  newspapers 
will  never  again  see  the  levels  of  print 
j  advertising 
!  revenue  they 
}  once  enjoyed, 
j  But  PwC  is 
I  much  more  upbeat 
about  newspapers 
in  Latin  America. 

Newspapers  in  the 
region  actually 
grew  revenue  by 
0.5%  in  2009,  and 
the  growth  is  even 
higher  if  Mexican  newspapers,  which 
lost  almost  15%  of  revenue  last  year, 
are  taken  out  of  the  calculation.  Where 
PwC  sees  North  American  newspapers 
losing  revenue  over  the  next  five  years 
at  a  compound  annual  growth  rate 
(CAGR)  of  2.9%,  it  expects  Latin 
newspapers  to  grow  at  an  annual  rate 
of  5.1%. 

Latin  newspapers  have  one 
I  competitive  advantage  that’s 
I  disappeared  in  North  America; 
j  Broadband  penetration  was  low  until 
j  very  recently.  But  PwC  notes  that 
advertisers  that  have  viable  Internet 
I  options  are  still  sticking  with  print, 
because  Latin  newspapers  are  actually 
growing  their  print  circulations.  Circ 
j  zoomed  21%  between  2005  and  2008. 

Latin  America  is  also  proving  to  be 
I  a  more  hospitable  market  for  free 
i  newspapers,  which  flourished  in  Europe 
i  three  or  four  years  ago  but  are  now 
folding  at  a  furious  clip.  At  the  same 
time  Metro  International  was  pulling 
out  of  several  European  markets  in 


2009,  it  launched  free  papers  in  Mexico 
and  Brazil.  Mexico  City,  in  fact,  now 
has  three  free  dailies,  as  does  Caracas. 

Demographics  are  also  on 
newspapers’  side,  the  firm  says.  The 
prime  newspaper-reading  population 
aged  45  and  older  will  increase  by 
16.4%  in  the  next  five  years. 

“We  expect  continuing  growth  in 
free  circulation  as  well  as  larger  gains 
in  paid  circulation  once  the  economy 
improves,”  PwC  says.  Its  prediction: 
Overall  circ  will  increase  at  a  CAGR  of 


1.9%  through  2014.  “Those  gains  will 
make  newspapers  an  appealing  medium 
for  advertisers,”  the  report  adds. 

Indeed,  PwC  expects  overall  print 
advertising  to  increase  at  a  CAGR  of 
6.0%,  with  Argentina  alone  expected  to 
race  at  a  rate  of  11.5%,  although  it  cau¬ 
tions  this  rate  will  be  fueled  by  inflation. 

Right  now,  newspaper  advertising  in 
Latin  America  is  all  about  print,  with 
digital  accounting  for  just  1.9%  of  total 
newspaper  ad  revenue.  But  broadband 
penetration  has  quadrupled  in  the  past 
four  years,  and  digital  advertising  is 
poised  to  zoom  from  its  very  small  base. 
PwC  expects  Latin  papers  will  post  a 
28%  CAGR  from  now  through  2014.  By 
that  year,  the  firm  says,  digital  will  still 
be  a  minor  revenue  factor,  representing 
4.8%  of  total  newspaper  revenue.  But 
PwC  forecasts  that  will  rise  to  12.5% 
during  the  next  five  years. 

And  up  north?  PwC  expects  U.S. 
digital  newspaper  advertising  to  remain 
virtually  flat  for  the  next  four  years, 
with  a  CAGR  of  just  0.1%.  •  @ 


HTwo  armed  men  went  to  the  home  of 
journalist  Juan  Francisco  Rodriguez 
Rios  and  his  wife,  Maria  Elvira 
Hernandez  Galeana,  the  Knight  Center  for 
journalism  in  the  Americas  reported,  citing  local 
reports.  Rodriguez,  49,  was  a  correspondent  for 
the  newspaper  El  Sol  de  Acapulco.  No  suspects 
have  been  arrested. 


g: 


In  an  unusual  protest,  15  homemade 
banners  reading  “J.C.  Sanz  is  a  mule 
and  slave  of  Clarin"  appeared  in  the 
hometown  of  the  newspaper’s  editor,  Juan  Cruz 
Sanz.  The  Peronist  party  government  has  recently 
escalated  its  fight  with  Clarin,  Argentina's  biggest 
newspaper.  The  governor  of  Sanz’s  home  state 
denied  the  party  had  anything  to  do  with  the  ban¬ 
ners,  which  were  signed  with  the  party's  name. 

^  ^  Neither  forgotten  nor  forgiven: 

Authorities  arrested  70-year-old 
^  Panamanian  journalist  Carlos  Jeronimo 
Nunez  Lopez  June  26  in  connection  with  an 
allegedly  libelous  story  published  12  years  ago, 
according  to  the  newspaper  Hora  Cero  and  the 
National  Journalists  GuHd  in  Panama.  Like  a  few 
other  Latin  American  nations,  Panama  recog¬ 
nizes  “criminal  libel”  punishable  with  prison. 
Nunez  has  been  sentenced  to  a  year  in  prison  for 
the  old  story  in  the  weekly  La  Cronica,  which  is 
no  longer  published,  that  said  a  businessman 
had  polluted  a  river  in  Bocas  del  Toro. 

Jamaican  journalists  protested  that 
police  prevented  them  from  covering 
the  arrest  of  Christopher  Coke,  the 
alleged  drug  kingpin  who  touched  off  weeks  of 
violence  in  Kingston  as  he  eluded  authorities. 
“While  journalists  were  being  blocked,  hindered, 
deceived  and  restricted  in  filming  and  photo¬ 
graphing  this  process,  we  were  a  few  hours  later 
embarrassed  to  see  how  U.S.  media  were  able  to 
freely  photograph,  shout  questions  and  get  an 
answer  from  Christopher  Coke,”  Gary  Allen, 
chairman  of  the  Media  Association  of  Jamaica, 
wrote  in  the  Jamaica  Observer. 

Authorities  ordered  a  former  deputy 

W  director  of  the  national  Colombian 
intelligence  service  known  as  DAS,  who 
was  in  prison  on  his  arrest  in  another  murder, 
held  for  masterminding  the  1999  death  of  journal¬ 
ist  and  satirist  Jaime  Garzon,  the  Committee  to 
Protect  Journalists  (CPJ)  reported.  Three  former 
paramilitary  leaders  implicated  Jose  Miguel 
Narvaez  in  the  murder,  which  shocked  a  nation 
seemingly  inured  to  violence.  Narvaez  is  awaiting 
trial  on  charges  of  spying  on  judges,  opposition 
politicians,  journalists  and  human  rights  groups. 
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ING  Invites  you  to  join  in  an 
exchange^f  jhformation  with 
youFpeers  in  CHICAGO! 


THE  NEXT  GENERATION  OF  PRINT 

The  debut  of  the  News  Print  Pavilion  at  GRAPH  EXPO  is  a 
perfect  complement  to  the  ING  2010  Annual  Conference. 


International  Newspaper  Group 


2010  Annual 
Conference 

Sat.,  October  2 
Sun.,  October  3 

ING  Headquarters  Hotel 
Hyatt  Regency  Chicago 
151  E.  Wacker  Drive 
Phone:  312-565-1234 


In  conjunction  with 
GRAPH  EXPO 
(October  3-6) 


2  PREMIER 

CONFERENCES 

ATTEND 

BOTH! 


This  year  ING  will 
focus  on  sharing 
Operations  Executives 
BEST  PRACTICES 
learned  from  these 
unprecedented 
times. 


ING  Program  fee  includes 
complimentary  registration 
to  the  GRAPH  EXPO 
exhibit  hall  ^ 


For  more  information: 

www.ing.azcentral.com 

941-378-2182 

marty.donner@comcast.net 


...  BUT  NOT  STANDING  STILL. 
SURVIVOR  SOS  PUSHES  MORE 
PRODUCTS  INTO  THE  PIPELINE 


By  Jim  Rosenberg 
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FROM  LEFT:  Charles  W.  Finady  IV,  Matt  Brophy, 
Richard  J.  Cichelli,  Michael  R  Grabowski, 

Dan  Rinehimer  and  Brian  McCasland. 


I 


IF  A  HFALTHY  START  AND 

moderation  thereafter  contribute 
to  longevity,  then  Software 
Consulting  Services  LLC  probably 
can  trace  its  own  long  life  —  in  an 
industry  littered  with  long-dead  systems 
providers  —  to  its  decision  to  helping 
newspapers  make  newspapers  rather  than 
helping  them  produce  content.  Instead  of 
creating  the  first  or  best  editorial  or  classified 
front-end  system,  it  automated  an  important 
and  unique  challenge  for  daily  newspapers. 


More  than  30  years  later,  with  more  than  300  newspapers 
using  its  systems,  SCS  says  Layout-8000  is  responsible  for 
dummying  about  half  of  U.S.  daily  newspaper  copies  which 
accounts  for  a  quarter  of  its  revenue.  So  it’s  no  surprise  that 
the  company  hews  to  publishers’  principal  business  activities 
—  advertising  and  production.  It  replaced  its  own  editorial 
system  years  ago,  first  selling  Tera’s  GN3  and  for  most  of  the 
past  decade  the  system  trom  Sweden’s  Scoop  Publishware, 
with  image-handling  software  from  Norway’s  FotoWare  and 
wire-capture  from  Canada’s  QuickWire  Labs. 

Richard  Cichelli’s  contributions  to  production  may  not  go 
back  to  electronic  typesetting,  but  without  automated  layout, 
computerizing  newsrooms  and  classified-ad  departments 
would  have  been  only  an  incremental  improvement  on  type¬ 
writers  —  because  pagination  wouldn’t  be  nearly  as  helpful 
without  a  digital  dummy.  And  vnthout  pagination,  of  course, 
there  would  be  no  platesetting.  For  prepress,  photoengraving’s 
analog  tail  would  still  be  wagging  the  digital  dog. 

Throughout  all  the  changes  in  the  publishing  systems 
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STARTING  AND  STAYING 
IN  THE  LEHIGH  VALLEY 


I ARTHA  CICHELLI  FOUNDED  SOFTWARE 

Consulting  Services  in  1975,  working 
I  mostly  with  hospitals.  Her  husband, 
Richard,  joined  to  develop  and  sell  Layout-80, 
which  he  helped  create  while  working  for  the 
American  Newspaper  Publishers  Association’s 
Research  Institute  in  Easton,  Pa. 

While  what  ts  now  the  Newspaper  Association 
of  America  absorbed  Rl  into  its  Virginia  opera¬ 
tions  (and  later  ended  all  technical  operations), 
the  Cichellis  stayed  behind,  setting  up  shop  in 
‘  Bethlehem  when  Layout  was  still  a  baby,  then 

moving  to  neighboring  Nazareth,  where  the  still-developing  application  was 
joined  by  many  others. 

Decades  later,  Cichelli  is  again  working  with  the 
newspaper  where  former  owner  Larry  Stackhouse 
urged  Rl’s  creation.  At  Advance  Publications’  The 
Express-Times,  Easton,  Pa.  Publisher  Martin  Till  recalls 
that  his  father,  a  Washington  Post  Co.  executive,  once 
worked  at  Rl  on  pagination,  and  that  partnering  with 
SCS  feels  like  a  continuation  of  those  earlier  efforts. 

While  the  Express-Times  as  something  of  an  SCS 
beta  site,  the  partnership  runs  deeper.  “They  can  play 
in  the  real  world  with  our  data,”  says  Till,  who  shares 
with  SCS  the  paper’s  business  informatiori  from  his  13 
years  there.  “The  history  makes  a  difference  [in]  Martin  Till 

understanding  what  we  want  to  do,”  he  says. 

“We  love  technology.”  Till  says.  “We  understand  the  potential  headaches 
that  come  with  that.  Our  folks  are  open  to  it.”  Discussing  the  paper’s  objectives 
provides  insight  for  SCS,  while  collaboration  on  smaller  projects  gets  technology 
to  the  paper  faster' and  at  lower  cost,  he  adds. 

After  a  couple  of  months  test-driving  PaperCheckAdBoss,  the  Express-Times 
took  it  live  in  May,  reducing  to  minutes  a  staffer’s  hours  of  daily  ad  auditing, 
showing  missing  ads  and  error-coding  any  problems. 

Till  and  several  staffers  met  with  SCS  in  late  June  to  discuss  further  work. 

Aided  by  the  paper’s  data,  SCS  incorporated  customer  analysis  into  Layout-8000 
to  further  automate  ad  dummying.  What  SCS  calls  MetaAdBoss  might,  for 
example,  derive  rules  for  positioning  ads  from  the  history  of  a  paper’s 
relationship  with  advertisers.  “I  think  that’ll  be  our  next  project,”  Till  predicted 
later  the  same  week,  adding  that,  as  before,  it  would  likely  be  only  "a  matter  of 
weeks”  from  testing  to  go-live. 

A  developer’s  proximity  may  not  matter  when  selecting  a  “global  solution," 
but  it  helps  in  developing  useful  pieces  of  technology,  says  Till,  citing  better 
focus  and  communication  in  face-to-face  meetings.  "Being  a  guinea  pig,  it  does 
help,"  he  says.  If  there’s  a  problem,  “they  can  be  here  in  10  minutes.”  It  also 
means  Till  and  Cichelli  can  meet  for  lunch  monthly,  looking-for  new  efficiencies. 

Till  aims  to  steer  clear  of  massive  systems,  sees  the  industry  moving  away 
from  them,  and  thinks  SCS  understands  that  trend.  Not  only  can  all-encompass¬ 
ing  systems  be  out  of  date  by  go-live,  he  says,  citing  time  for  planning, 
specifying  and  implementing,  but  also  “a  lot  of  times  when  people  bring  in  new 
technologies,  it  overwhelms  companies.”  Big,  complex  systems  can  be  hard  to 
use,  he  continues,  comparing  them  to  a  consumer-electronics  device’s  dizzying 
array  of  features  that  confuses  most  users,  who  need  only  a  few.  Smaller  pieces 
of  technology,  he  adds,  make  projects  manageable,  affordable  and  short,  each 
adding  to  overall  improvement.” 


business,  SCS  is  still  owned  and  led  by 
its  founders,  still  characterized  by  big 
ideas  and  a  small  staff,  and  still  located 
in  Pennsylvania’s  Lehigh  Valley.  Fewer 
than  a  handful  of  other  U.S.  systems 
suppliers  remain  under  original 
ownership,  and  only  one  comes  close  to 
the  longevity  of  SCS,  which  relies  nei¬ 
ther  on  big  debt  nor  outside  investors. 

A  large  figure  running  a  lean 
company,  former  chess  champion 
Cichelli  keeps  his  hand  in  teaching 
computer  science  at  Lehigh  University 
and  hires  from  eastern-Penn.sylvania 
colleges  known  for  engineering 
programs.  SCS  has  28  employees, 
including  Cichelli  and  is  wife,  Martha, 
who  founded  the  company  in  1975  (see 
sidebar).  Down  10  from  a  few  years  ago, 
the  staff  includes  11  degreed  computer 
scientists,  a  sales  team  and  support 
personnel.  It’s  also  had  as  many  as  seven 
interns  from  five  countries  but  has  none 
this  summer  for  budgetary'  reasons. 

“I  do  computer  science  for  newspa¬ 
pers,”  he  continues.  “Newspapers 
have  some  of  the  most  unbelievably 
fascinating  problems  to  solve.”  Work 
on  those  problems  led  to  things  like 
progressive  repagination  of  classified 
sections  to  achieve  the  best  effect, 
faceted  search  to  automatically 
recognize  and  assign  attributes  of  an 
ad’s  order  and  its  content,  ColorAdBoss 
to  determine  an  optimum  imposition, 
and,  more  recently,  Five9sAdBoss, 
application-independent  mirroring  to 
provide  multi-site  high-availability  for 
servers  within  a  centralized  ad-produc- 
tion  system 

Interacting  with  Layout-8000, 
the  AdBoss  suite  consists  of  several 
modules,  with  more  in  the  pipeline 
and  some  bundled  for  free  trial  with  the 
just-released  version  12  of  Layout-8000. 
ColorAdBoss,  for  example,  eliminates  the 
conversation  between  the  ad  department 
and  the  pressroom,  according  to  support 
staffer  Brian  McCasland.  A  logic-based 
module  using  data  compiled  from  a 
comprehensive  .surv  ey  of  a  site’s  presses, 
it  does  not  rely  on  templates  or  a  library 
of  layouts  and  impositions.  When  an 
operator  selects  a  press,  the  system 
shows  pages,  color  locations,  spreads, 
section  fronts  and  information  about  the 
ads.  Ads  dragged  onto  the  pages  change 
press  set-up  accordingly.  Initial  settings 
default  to  simple  set-ups  —  for  example, 
no  angle  bars  in  use. 

ColorAdBoss  works  for  both  the 
revenue  and  cost  sides.  Upstream, 
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for  sales,  it  generates  reports  clearly 
showing  what’s  been  sold  on  what  page, 
with  or  without  color,  and  what  space  is 
left  (also  with  or  without  color). 
Downstream,  the  module  doesn’t  ignore 
the  impact  on  the  pressroom,  as  it 
shows,  among  other  considerations,  the 
comparative  complexity  of  any  press 
layout,  the  manning  differences 
between  layouts,  newsprint  roll  sizes 
needed  and  angle  bars  to  be  used. 

Cichelli  isn’t  shy  about  calling  his 
products  proprietary,  even  as  they  rely 
on  common  hardware  platforms, 
open-source  software  and  recognized 
standards,  and  can  interface  with  other 
systems.  “There  is  nothing  that  happens 
in  our  systems  that  we  don’t  have  the 
source  [code]  for,”  he  says. 
Consequently,  SCS’  work  is  not  held 
hostage  to  other  developers’  problems, 
because  its  offerings  are  not  layered 
solutions  depending  on  others’  work. 
SCS,  he  adds,  fixes  its  own  problems, 
keeping  costs  down. 

Suspicious  of  marketing,  Cichelli  aims 
to  apply  underlying  technologies  where 
they  make  the  most  sense.  SCS  avails 
itself  of  any  new  technology  compatible 
with  its  aims,  sometimes  making  it  an 
early  adopter  (the  small-terminal 
thin  client  a  number  of  years  ago), 
sometimes  not.  Cichelli’s  fine  with  SOA 
for  external  connectivity,  as  in  SCS 
Community  Advertising  Services 
modules,  but  sees  drawbacks  when 
used  for  internal  functions. 

In  some  ways  it  resembles  what  he 
calls  expensive,  Windows-only  Citrix 
software,  with  servers,  separate  from 
the  application  server,  on  both  ends. 
SOA  needs  speed  and  full  agreement 
on  one  interface  space,  he  says,  because 
systems  developers  need  “a  clear 
universal  way  of  requesting  service 
[and]  way  of  responding.”  More 
generally,  he  asks  why  others’  classified 
systems  can’t  hand  his  pagination 
system  the  information  it  needs  rather 
than  having  to  go  back  to  the  other 
system’s  database.  To  enable  users  to 
chose  and  use  various  vendors’  software, 
Cichelli  says,  “all  of  us  who  serve 
newspapers  should  be  working  together.” 

So  where  SOA  fell  short  in  his  view, 
Cichelli  sought  a  Linux-based  system 
with  no  per-user  license.  He  found  that 
and  more  at  Rome-based  NoMachine, 
which  has  offices  in  Cincinnati. 
NoMachine’s  NX  technology  provides 
remote  access  to  newspaper-industry 
programs  on  Linux  servers  in 


ColorAdBoss  determines  the  optimum  imposition  for  a  given  ad  layout 

customers’  data  centers.  Compression,  i  on  the  operating  platform  definitely 


session  resilience  and  other  characteris¬ 
tics  that  enable  it  to  run  any  graphical 
application  on  any  operating  system 
across  any  network  connection, 
according  to  the  company. 

“Here’s  the  part  that  made  me  fall 
out  of  the  chair,”  Cichelli  says: 
Broadband  is  unnecessary  to  access  the 
graphical  interface  screen  on  the  server 
owing  to  NoMachine’s  compression. 
“They’ve  kept  up  with  the  latest  stuff” 
and  tested  it  on  all  platforms,  he  says. 

A  site  already  running  Linux  can  just 
download  NoMachine  clients  and 
servers.  If  NoMachine  NX  couldn’t  do 
what  SOA  aims  to  do,  Cichelli  insists, 
then  it  wouldn’t  have  been  able  to  sub¬ 
stitute  for  three  generations  of  X 
Servers  at  SCS. 

Delaware’s  Dover  Post  Co.  is  among 
SCS  customers  using  NX,  with  just  one 
license.  “They  can’t  even  tell  that  they’re 
not  in  the  building,”  Cichelli  says  of  the 
single-server,  multi-site  arrangement. 

NoMachine  offers  two  free  concurrent 
connections.  So  for  SCS  sales,  “the  free 
version  everyone  gets,”  says  Cichelli. 

“We  don’t  want  you  paying  anyone  else 
a  significant  amount  of  dollars  if  you 
buy  from  us.” 

That’s  part  of  the  SCS  strategy:  If  its 
systems  cost  as  much  as  others,  the 
platform,  costs  only  one-fifth  as  much, 
says  Cichelli.  So  if  his  remarks  about 
proprietary  products  hearken  back  to 
earlier  days  of  “front-end  systems”  of 
heavily  supported  soup-to-nuts  software 
and  (sometimes  specialized)  hardware, 
his  practice  of  making  money  on  his 
software  and  saving  customers  money 


I  runs  against  the  original  model. 

>  So  does  his  approach  to  maintenance, 
j  developing  software  that  allows 
i  superusers  to  perform  that  function 
without  relying  on  shrinking  IT  staffs. 
The  aim  is  to  put  customers  in  “control 
of  the  situation,  and  us  as  the  back-up,” 
says  Cichelli.  “We’re  happy  tq  make  rm 
I  IT  department  more  effective  by  taking 
I  the  drudgery  out  of  their  day,”  and 
I  giving  them  more  time  “to  try  our  stuff.” 

1  This  moves  SCS  support  ftmctions  and 
costs  away  from  help-desk  activity 
(though  Cichelli  says  customers  can 
reach  a  person  at  any  hour),  and  toward 
!  self-installing  upgrades.  Calling  support 
j  contracts  reasonable  and  price  hikes 
few  over  the  years,  he’s  fine  with  fewer 
support  calls  coming  in,  pointing  out  that 
even  drivers  who  have  had  no  accidents 
usually  still  want  to  be  insured. 

Only  one  company  ever  discontinued 
support  while  using  SCS  software.  It 
later  re-signed.  “You  can’t  buy  our  talent 
and  understanding  for  an  hourly  rate. 

I  It  wouldn’t  work,”  Cichelli  says.  Support 
j  isn’t  simply  for  softw'are  as  a  product 
I  but  as  an  implementation  in  which 
I  there  may  be  a  dozen  interfaces  for 
Layout-8000  and  ClassPag. 

Not  surprisingly,  the  company  that 
automates  customers’  processes  has 
automated  and  streamlined  its  own, 
relying  on  technology  and  technique. 
Perhaps  chief  among  the  former,  its 
own  domain-specific  language  supports 
generative  programming  using  a  soft¬ 
ware  toolkit  —  for  writing  software.  A 
work  in  progress  for  more  than  20 

continued  on  page  27 
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MECHANICAL  ENGINEER 
WITH  A  SOFTWARE  VISION 


A  MECHANICAL  ENGINEER  WITH  A 

business  degree  from  Rensselaer 
Polytechnic  Institute.  Thomas 
Dempsey  matter-of-factly  relates  that 
after  10  years  training  and  working  at 
General  Electric,  “I  tried  some  businesses 
when  I  left.  They  didn't  work  out  until  I 
tried  this  one." 

"This  one,”  of  course,  is  newspaper 
business  software,  and  Dempsey’s  Vision 
Data  Equipment  Corp.  is  the  industry's 
oldest  specialty  supplier.  One  way  to 
measure  Vision  Data's  survival  is  to 
consider  that  the  same  year  Dempsey 
expanded  into  the  newspaper  business, 

Collier-Jackson  jumped  into  the  market, 
targeting  the  high-end  user.  After  a 
good  run,  Collier-Jackson  passed 
through  several  owners  and  has  been 
defunct  for  several  years. 

Like  Software  Consulting  Services  on 
the  publishing  production  side, 

Dempsey’s  company  wasn’t  started  to  serve  newspapers, 
stayed  where  it  started,  and  took  a  conservative  approach  to 
growth,  though  not  necessarily  to  system  design. 

Vision  Data,  in  Rensselaer,  N.Y.,  came  early  to  the  notion 
that  circulation,  display-ad  billing,  classified  sales  and  all 
receivables  should  interact  as  a  unified  business  process. 

By  the  late  1990s  it  had  introduced  Vision  Total  Advertising, 
an  integrated  classified  and  display-ad-taking  and  billing 
system  using  a  single  database.  Besides  regular  upgrades, 
it  offers  custom  modifications. 

The  company's  president,  Dempsey  makes  clear  he  is  ah 
entrepreneur,  not  a  programmer.  Incorporated  in  1973,  Vision 
Data  tried  selling  to  everyone  from  car  dealers  to  dentists.  It’s 
been  serving  newspapers  since  1975,  and  no  other  business 
since  1976.  Today,  Vision  Data  supports  more  than  2,000 
publications,  ranging  from  one-  or  two-user  newspapers  to 
sites  with  hundreds  of  users. 

"We  built  our  base  of  newspapers  from  the  bottom  size 
up,”  he  says,  slowly  accurhulating  20  to  30  new  customers 
each  year. 

”1  didn’t  chase  money.”  Dempsey  says,  explaining  that  at 
various  points  when  the  economy  was  doing  well  and  so 
were  newspapers,  he  could  have  expanded  with  outside 
investment,  “and  pushed  it  harder.”  Instead,  he  says,  “I  was 
just  trying  to  build  to  a  more  meaningful  size.” 

Again  like  SCS,  Vision  Data  has  no  real  long-term  debt  and 
a  staff  of  about  30  engineers,  analysts  and  support  personnel 
—  ”a  well-paid  30,”  he  says,  noting  the  number  has  held 
steady  for  several  years.  ”We  don’t  turn  over  people.” 

Based  on  software  for  circulation,  display-ad  billing,  receiv¬ 
ables,  classified  advertising,  general  accounting,  the  business’ 
an  annual  base  of  support  income  comes  to  roughly  $2  million 
Though  business  has  been  slow  for  the  past  two  years. 


Dempsey  says,  "since  January  1,  I’ve  put  out  more  proposals 
than  ever.”  He  attributes  the  current  bidding  volume  to  a 
trend  among  newspaper  groups  to  centralize  business 
operations  at  one  server  site. 

“I  expect  to  have  a  good  year.  Software  companies  thrive 
when  businesses  try  to  make  themselves  more  efficient,” 
Dempsey  continues.  And  while  adding  that  “we  have  yet  to 
close  what  we  want  to  close,”  he  says  many  proposals  are  still 
outstanding. 

Beyond  that,  he  looks  to  make  the  most  of  newspapers’ 
efforts  “to  branch  into  multiple  products.” 

From  the  DEC  PDP  minicomputers  he  started  with  to 
today’s  mobile  digital  media,  “your  ball’s  bouncing  along  with 
the  technology.  The  development  never  stops,”  Dempsey  says. 

Too  busy  keeping  up  with  that  technology,  and  the 
business,  Dempsey  says  he  spends  little  time  studying  his 
competitors.  Among  them,  he  says,  “there  aren’t  too  many 
that  are  into  multiple  vertical  markets.”  owing  to  difficulty 
keeping  balanced  while  also  keeping  up. 

But.  because  it  made  sense  to  “go  horizontal  on  your 
vertical  market,”  he  says,  “we’ve  broadened  out  product 
range,”  from  accounting  to  classified  ad  sales  to,  lately, 
portals  that  allow  advertisers  to  create  orders  automatically 
via  browser,  as  well  as  support  for  various  digital  products. 

Vision  Data  also  now  offers  live  remote  hot-backup  as 
security  for  customers  running  systems  that  it  hosts  on 
either  an  application-service-provider  or  software-as-a- 
service  basis. 

Back  in  the  ’70s,  the  young  company  worried  it  could  not 
survive  on  newspapers  alone  —  so  it  tried  selling  to  radio 
stations.  Dempsey  recalls.  Thirty  years  later,  though,  he 
declares,  “I’m  still  in  newspapers,  and  they  keep  me  busier 
than  ever.” 
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continued  from  page  25 
years,  the  Spice  language  is  especially 
suited  to  creating  and  deploying 
interactive  database-oriented  publishing 
applications,  according  to  Cichelli. 
Instead  of  creating  old  and  new 
contexts,  the  automation  creates  a 
higher-level  context  in  which  to  write 
instructions  for  how  and  when  to 
use/reuse  coding  with  tagged  locations. 

The  formula  language  is  compiled 
into  a  code  executed  by  the  Spice  virtual 
machine.  Built  to  run  on  a  number  of 
common  computing  platforms,  the 
virtual  machine  functions  as  a  sort  of 
executive  intermediary  that  obviates 
porting  each  application  to  each 
desired  OS.  An  application  written  in 
the  formula  language  will  run  on 
whatever  platform  the  virtual  machine 
runs  on.  So  instead  of  spending  time  on 
low-level  programming,  developers  can 
focus  on  things  like  business  logic,  the 
user  interface  and  database  design, 
according  to  Cichelli. 

SCS  began  moving  Layout-8000  from 
its  C  code  to  Spice  over  four  years  ago. 
Cichelli  uses  the  dummying  system’s 
Page  Graphic  Layout  module  to 
illustrate  the  advantage.  PGL 
provides  greater  functionality  than  its 
predecessor  module,  but  with  only 
4%  of  the  total  coding. 

Productivity  is  achieved  not  by  some 
virtual  code-writing  machine  taking 
over  programmers’ jobs,  but  instead 
by  giving  those  programmers  more 
sophisticated  development  tools  — 
rather  like  replacing  a  cabinetmaker’s 
hand  tools  with  easily  programmable 
power  tools. 

As  for  technique,  SCS  adopted  agile 
development  using  scrum  project 
management,  along  with  continual 
software  development  and  distribu¬ 
tion.  Scrum  creates  a  framework  for 
organizing  a  self-managing  team  and 
its  work,  says  Chris  Wolfe,  SCS’ 

“scrum  evangelist”  who  heads  the 
Layout-8000  upgrade  team.  The 
process,  according  to  Cichelli,  side¬ 
steps  the  frustration  of  a  manager 
lacking  team  members’  knowledge 
and  knowledgeable  team  members 
unauthorized  to  manage. 

Tasks  are  prioritized  according  to 
the  importance  assigned  them  by 
newspapers.  “It  allows  us  to  get  more 
work  done”  —  beginning  with  what 
the  customer  most  values,  says  Wolfe, 
noting  it  is  adaptable  to  changing 
needs.  All  requests  go  into  a  “backlog” 


that  the  customer  may  reprioritize  every 
two  weeks.  Each  two-week 
period  is  guided  by  a  “sprint”  list  of  tasks 
from  which  members  select  their  work. 

The  Express-Times,  Easton,  PA,  was 
the  first  paper  to  participate  in  scrum 
at  SCS  —  the  development  of  Layout- 
8000’s  version  11.  Every  week  SCS 
made  the  latest  iteration  of  the  upgrade 
available  via  the  Web  as  a  complete 
release  for  five-minute  installation  by  a 
power  user  (and  a  five-minute  reversion 
to  the  earlier  release  were  there  a  prob¬ 
lem),  according  to  Cichelli  and  Wolfe. 

The  process  allows  users  to  “provide 
very  early  feedback,”  says  Wolfe, 
keeping  a  project  on  course,  findmg 
and  fixing  problems  as  they  arise  rather 
than  going  back  into  a  “finished” 
product,  and  delivering  constant 
additions  over  short  periods  of  time 
rather  than  waiting  for  project 
completion  and  customer  testing. 

“It  used  to  take  us  two-and-a-half 
years  to  get  everybody  on  the  latest 
release  of  Layout  —  by  which  time  it 
was  not  the  latest  release,”  says  Cichelli. 


Now,  he  adds,  a  team  may  squeeze  out 
two  updates  in  a  week,  as  happened 
with  ClassPag. 

But  for  all  that,  says  Cichelli,  “I  don’t 
talk  about  scrum  to  publishers.” 

Instead,  he  basically  asks  a 
prospective  customer  what  he  prefers:  a 
methodical  project  created  in  manage¬ 
able  steps  that  can  be  built  and  refined 
in  usable  or  testable  increments  over 
time,  or  a  finished  full  system  delivered 
by  a  certain  date,  but  which  may  not  be 
quite  what  the  publisher  had  in  mind. 

It’s  characteristic  of  Cichelli,  who 
happily  supplies  as  much  technical 
literature  as  product  literature.  Much 
1  of  the  newspaper  industry’s  software,  he 
argues,  is  “just  an  implementation  of 
!  legacy  procedures”  while  he  would 
rather  change  the  paradigm.  But  to  do 
that,  he  says,  “you  have  to  explain  it.” 

“It’s  sort  of  the  distinguishing 
difference,”  Cichelli  says  of  the  SCS 
approach.  “Martha  and  I  both  believe 
that  the  management  of  newspapers 
j  can  have  choices  if  they  understand 
i  technology.”  a 
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NEW  PRODUCTS  &  UPGRADES 


1 1  WoodWing  Software 

(www.woodwing.com) 

Enterprise  publishing  system  will 
support  Adobe  viewer  technology 
for  tablets,  smartphones  and  other 
devices. 

What’s  new:  Working  closely  with 
Adobe,  WoodWing  sought  to  ensure  that 
its  tablet  creation  tools  and  flexible, 
collaborative  workflow  for  multimedia 
content  “can  also  be  used  to  publish  to 
the  Adobe  viewer  when  it  arrives  later 
this  year,”  said  WoodWing  President  Erik 
Schut.  More  about  WoodWing’s  support  is 
expected  when  Adobe  publicizes  details 
of  its  new  technologies.  WoodWing  also 
will  continue  to  enhance  its  Reader  App 
so  publishers  needing  an  efficient  solution 
now  or  wishing  to  work  with  CS4  “can 
move  forward  while  safeguarding  their 
investment,”  said  Schut.  Services  will  be 
included  to  “deeply  customize”  the 
Reader  App. 


2  I  QuadTech 

(www.quadtechworld.com) 
Image-based,  closed-loop  color 
control  system  with  AccuCam  to 
achieve  consistent  quality  while 
reducing  labor  and  waste  costs. 
What’s  new:  To  help  newspaper 
printers  diversify  into  semi-commercial 
products,  the  system  optimizes  control 
over  an  entire  image  by  comparing  values 
of  the  live  image  with  target  aim  points 
derived  from  a  prepress  file,  obviating 
color  bars  and  gray  scales  to  free  up 
space  for  editorial  or  advertising.  Unlike 
RGB-based  alternatives  that  compare 
sample  image  areas,  QuadTech’s  system 
uses  L*a*b*  data  with  its  full-image  values 
to  overcome  the  challenges  of  holding 
grayscale  tolerances  and  aims  to  ensure 
accurate  corrective  steps  are  taken  to 
maintain  targets.  Supports  up  to  36 
towers  with  webs  as  wide  as  96  inches. 
Six-channel  spectral  sensor  for  each 
surface  detects  discrepancies  and  issues 
ink-key  adjustments.  AccuCam  sensor 
also  allows  for  inline  inspection  for  plate 
verification,  transposed  colors,  wrong 
pages  and  sciimming.  Low-pressure  air 
across  the  lens  ensures  clean  image  cap¬ 
ture.  System  operates  through  QuadTech 
ICON  platform,  which  runs  multiple  press 
controls  from  a  single  operator  interface. 


3  I  Eastman  Kodak 

(graphics.kodak.com) 

Provision  of  process  color  for  the 
Prosper  S10  imprinting  system. 

What’s  newt  Creation  of  a  worldwide 
network  of  system  integrators  to  enable 
part-  and  full-page  variable  color  print 
inline  with  a  web  offset  press  or  finishing 
line  so  that  customers  can  benefit  from 
offset’s  specialty  printing  capabilities  to 
create  a  “high-value  shell"  that  can  then 
be  customized  with  process-color  digital 
printing  inline  at  production  speeds.  The 
program  will  connect  Prosper  users  with 
integrators  to  upgrade  offset  presses  with 
digital  inkjet  color.  Kodak  said  its  color 
ink  developments  enable  full-color, 
dynamically  versioned  content  for 
versioning,  short  runs  and  personalization. 
With  flexible  mounting  options,  the  SIO 
integrates  with  presses  and  finishing 
lines  to  add  variable  data  at  600  dpi  to 
offset-printed  materials. 
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ORDERS  &  INSTALLATIONS 


1 1  Harland  Simon 

(www.harlandsimon.co.uk) 

Replacing  Goss  Metro  controls  with 
press  in  full  operation  at  a  third  Dow 
Jones  Local  Media  Group  daily,  the  Mail 
Tribune,  Medford,  Ore. 

A'hnt’s  new  Puts  all  ink,  dampening, 
registration  and  folder  controls  in  a  central 
location.  Will  replace  main  controls,  install 
two  Prima  6000  operator  consoles,  and 
supply  a  suite  of  management-system 
modules  to  include  direct  ink  presetting, 
production  planning,  monitoring  and 
reporting.  Proprietary  communications 
will  be  replaced  with  an  Ethernet/IP 
network  connecting  dual  (includes  back-up) 
Press  Master  PLCs  and  remote  I/Os  at  the 
units,  reelstands,  compensators  and  drives, 
with  serial  interfaces  controlling  new  CGI 
digital  inkers  and  Ryco  dampeners. 

Earlier  this  month  Harland  Simon  also 
contracted  with  Dow  Jones  to  transfer  its 
Prima  RTS  newsprint  allocation  systems 
from  shuttered  plants  to  five  Local  Media 
Group  sites. 


2  Mediaspectrum 

(www.mediaspectrum.net) 
Implementation  of  Web-based 
ContentWatch  CMS  at  Britain’s  Mirror 
Group  Newspapers. 

.'Vhat’s  new  Enables  multimedia 
newsrooms  at  the  Da;7y  Mirror.  Sunday 
Mirror  and  People  to  produce  content 
across  multiple  channels  while  ensuring 
each  title  retains  its  identity.  The  plan 
to  transform  the  newsrooms  includes 
outsourcing  some  copyediting,  merging 
each  title’s  news  and  features  into  single 
content  units,  shrinking  of  the  workforce, 
creating  “super  pools"  of  reporters  and 
writers,  and  merging  digital  and  print 
publishing  teams  while  ending  editionizing 
of  Mirror  titles  in  Scotland. 


noise  levels  and  adjusting 
details  accordingly.  In  manual 
mode,  its  easy-to-use  interface  enables 
users  to  fine-tune  images. 


still  in  publication  and  among  the  world’s  10 
oldest  newspapers. 


6  i  Koenig  &  Bauer  AG 

(www.kba.com/en) 

Sale  of  four  compact  Commander  CT 
presses  and  ancillary  equipment,  valued 
at  $145.5  million,  for  new  Westferry 
Printers  plant  in  Britain. 

Wt'r  -’s  nev^  The  equipment  will  permit 
Westferry’s  parent  company’s  Express  and 
the  Star  to  join  the  country’s  other  national 
dailies  in  putting  full  color  on  every  page, 
while  providing  both  coldset  and  heatset 
capacity  for  contract  newspaper  and 
semi-commercial  printing.  The  five-year 
project  is  to  see  the  first  coldest  phase 
operating  in  2012.  The  90,000-copy-per- 
hour  presses  will  comprise  22  reelstands,  22 
towers  (with  automated  plate  changers, 
roller  lock  adjustment  and  print-pressure 
adjustment)  and  four  KF  7  jaw  folders,  with 
an  automated  paper  logistics  system.  KBA 
ErgoTronic  consoles  will  feature  Print 
scheduling  and  presetting  software  from 
EAE  (www.eaeusa.com).  Towers  will  be 
equipped  with  web-cleaning  systems  and 
Maxima  spray  bars  from  Baldwin 
Technology(www.baldwintech.com).  The 
parent  company  has  an  option  with  KBA 
for  a  further  12  units  and  two  folders  of  the 
same  CT  for  its  other  print  company  in 
Preston,  along  with  an  additional  unit  for 
the  site’s  existing  Commander. 


4  i  Goss  International 

(www.gossinternational.com) 

Sale  of  a  Goss  Community  SSC  press  in 
Vancouver,  B.C.,  and  refurbishing  an 
inactive  Mitsubishi  press  in  New  Jersey. 
What’s  new  As  part  of  an  investment 
strategy  to  improve  revenue  and  print 
quality,  the  40-unit  press  will  provide 
Glacier  Media  the  capacity  for  contract 
printing  of  The  Globe  and  Mail  for 
distribution  in  Saskatchewan  and  Manitoba. 

The  web  reduction  and  addition  of  digital 
inking  and  ink  presetting  on  the  press  at 
North  Jersey  Media  Group  supports  its 
contract  to  print  Gannett  regional  dailies  in 
Westchester  County  and  Poughkeepsie,  N.Y. 


3  I  Anygraaf 

(www.anygraaf.com) 

ImageEd  automatic  color-correction 
system  taken  live  at  The  Barbados 
Advocate,  Bridgetown. 

What’s  new  After  images  are  color  cor¬ 
rected  using  site-defined  parameters,  they 
are  converted  to  CMYK  or  grayscale, 
according  to  the  channel  chosen  for  each 
image,  creating  a  more  streamlined  and 
organized  process  and  tonal  consistency. 
ImageEd  works  in  three-dimensional  color 
space  for  accurate  adjustment,  optimizing 
colors  to  preserve  detail  in  fully  saturated 
image  areas,  while  analyzing  sharpness  and 


5  manroland 

(www.manroland.us.com) 
instaliation  of  a  75,000-cph  Regioman 
doublewide,  one-arourid  press  for 
Sweden’s  Pressgrannar  AB. 

vVhat’s  new;  Straight-only  press  will 
replace  an  older  press  next  year  with  six 
towers,  six  reelstands  and  two  folders  to 
print  the  International  Herald  Tribune,  free 
publications,  commercial  tabloids  and  sev¬ 
eral  Swedish  dailies,  among  them  the  local 
Norrkopings  Tidningar,  the  country’s  oldest 
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Is  this  the  tipping  point,  or 
the  toppling  point  in  the 
industry’s  flirtation  with 
paid  online  content? 

BY  DAVID  MILSTEAD 


AYWALLS  ARE  NOW  READY  FOR  THEIR  CLOSE-UP. 

Newspapers  are  no  longer  just  talking  —  with 
increasing  bravado  or  increasing  scorn  —  about 
walling  off  or  metering  their  digital  content. 
They  are  actually  doing  it  or  scheduling  a  date 
on  which  to  start. 

And  not  just  any  newspaper  —  but  The 
New  York  Times  and  the  Times  of  London,  to 
name  two  majors.  Gannett  Co.  Inc.,  the  biggest 
newspaper  publisher  in  the  United  States,  is  turning 
three  of  its  dailies  into  testing  grounds  for  paywalls. 
MediaNews  Group,  the  nation’s  second  largest,  is  making  the 
same  small  side  bets  on  paid  content. 

It’s  a  moment  that’s  been  a  long  time  coming. 

The  question  is,  then,  when  we  look  back  at  2010  will  we  see 
the  year  the  first  big  industry  players  took  a  gamble  that  paid 
off?  Or  a  year  in  which  they  made  their  biggest 
mistake  of  the  Internet  age? 
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Perilous  Pawall  Moment 


►  The  intellectual  underpinnings  of 
today’s  experiments  came  in  2009,  as 
publishers  dealt  with  a  truly  horrific 
period  in  the  industry’s  history. 
Circulation  losses  and  double-digit 
revenue  declines  for  the  print  editions 
ran  headlong  into  the  Internet  ad 
slump  of  the  last  recession.  The  old 
ways  weren’t  working,  and  tlie  new 
ways  weren’t  providing  the  answers. 

From  this  came  a  belief,  held  by  a 
growing  number  of  publishers,  .that 
newspapers  could  convince  neither 
readers  nor  advertisers  there  was  value 
to  their  content  when  it  was  being  given 
away  free  on  the  Web.  The  public  got  its 
first  look  at  this  industry'  debate  with  a 
February  Time,  magazine  cover  story  by 
Walter  Isaacson,  headlined  “How  to  Save 
Your  Newspaper,”  that  advocated  an 
iTunes-style  system  of  micropajments. 

Now,  in  the  summer  of  2010,  some 
of  those  papers  are  rolling  out  their 
redesigned  Websites  to  test  the  theory 
that  readers  will  actually  pay  for 
newspaper  content  online. 

They  are  proceeding  among  some 
verj'  discouraging  signs  —  including 
failed  paj-wall  attempts. 

Neu'sday,  perhaps  unfairly,  has  become 
a  notorious  example  of  a  paywall’s  limits. 
The  former  Tribune  Co.  property  now 
owned  by  the  Dolan  family-controlled 
Cablevision  began  charging  readers  for 
content  in  October  2009. 

In  January,  The  New  York  Observers 
Media  Mob  blog  reported  on  a 
newsroom  meeting  at  which  it  said 
Publisher  Teriy-  Jimenez  told  reporters 
that  the  Web  site  had  attracted  just  35 
paid  subscribers  at  $5  per  month.  The 
Observer  also  quoted  Jimenez  as  saying 
the  Website  redesign  and  relaunch  cost 
Newsday  $4  million.  The  Media  Mob 
blog  then  helpfully  observed,  “With  those 
35  people,  they’ve  grossed  about  $9,000.” 

That  statistic  overlooks  the  fact  that 
all  print  subscribers  to  Newsday  get 
access,  as  do  all  Cablevision  customers. 
Yet  it  also  underscored  that  there 
appeared  to  be  little  demand  from  the 
supposed  multitudes  of  Long  Island 
natives  who  would  pay  to  access  unique 
local  news  of  their  hometowns. 

And  there  are  other  experiments  that 
should  give  paywall  advocates  pause. 
Freedom  Communications,  for  instance, 
isn’t  looking  at  2010  as  the  Year  of  the 
Paywall  —  it’s  already  abandoned  one  of 
the  two  pay  systems  it  introduced  in  the 
summer  of  2009.  “I  try  to  forget  about 


Are  smali-town,  paywalled 
sites  undercharging? 

Anew  study  of  weekly  community  newspaper  websites  with  paywalls 

suggests  publishers  don’t  realize  how  much  revenue  they  could  generate  —  if 
they  would  only  raise  their  prices. 

This  counterintuitive  finding  comes  from.Our-Hometown  Inc.  (OHT),  the  newspaper 
Website  hosting  service,  which  says  newspapers  could  make  more  revenue  online  even 
as  their  audience  shrinks.  To  a  point. 

OHT  worked  with  Clarke  County  newspapers  of  Grove  Hill,  Ala.,  which  provided  a 
stark  illustration  of  the  point.  Until  last  December,  Clarke  charged  $26  a  year  for  an 
online  subscription,  the  same  price  as  the  print  edition.  Conveniently,  for  the  purposes 
of  the  study,  it  didn't  offer  any  combination  discount  for  taking  both  digital  and  print 
editions. 

As  of  Dec.  1,  that  pricing  attracted  219  subscribers.  Later  in  the  month,  the  price  was 
jacked  up  to  $79.99,  and  subscribers  predictably  bailed  as  their  renewals  came  due. 
OHT  calculates  that  if  online  subscribers  continue  to  re-up  at  the  same  anemic  rate, 
there  will  be  72  subscribers  in  December  2010. 

But  guess  what?  Those  72  would  generate  $5,759  -  $65  more  than  the  $5,694  the 
219  subscribers  were  bringing  in  at  $26  a  year. 

Using  a  classic  price  elasticity  bell  curve  out  of  Economics  101,  the  Cooke  newspa¬ 
pers  and  OHT  figure  the  maximum  revenue  can  be  captured  at  a  rate  of  $53  a  year, 
which  \  f  the  theory  holds  should  attract  146  subscribers  who  generate  a  total  of  $7,738 
—  $2,000  more  than  the  cheap  or  high-priced  rates. 

The  Cooke  papers  say  they’re  going  to  let  the  $79.99  price  experiment  run  through  the 
rest  of  the  year  to  confirm  the  theory,  and  then  pursue  the  maximum  pricing  strategy. 

“The  Clarke  data  indicates  thaf  the  price  at  which  publishers  like  Clarke  can  expect  to 
maximize  online  subscription  revenue  is  higher  than  most  think,  at  over  200%  of  the 
price  of  the  print  edition,”  OHT  concludes.  -Mark  Fitzgerald 


paywalls  —  I’m  not  a  big  fan  of  them,” 
says  Doug  Bennett,  president  of 
Freedom  Interactive. 

As  MediaNews  and  Gannett  are  doing 
now.  Freedom  erected  paywalls  not  at  its 
flagship  Orange  County  Register  or 
Colorado  Springs  Gazette,  but  at  two 
small  papers.  The  Valley  Morning  Star  in 
I  Harlingen,  Texas,  and  the  Lima  (Ohio) 

I  News.  Harlingen’s  paywall  lasted  barely 
I  six  months. 

I  Freedom  charged  $4.99  per  month  in 
Harlingen  and  $5.99  per  month  in  Lima, 
Bennett  says.  It  put  breaking  news  and 
other  local  stories  behind  the  wall,  but 
kept  sports,  traffic  and  weather,  many 
features  and  obituaries  free. 

The  paywall  is  still  up  in  Lima,  where, 
Bennett  says,  there’s  little  to  no  competi¬ 
tion  for  local  news.  But  Freedom  had 
problems  in  Harlingen,  where  neighboring 
papers  in  Brownsville,  McAllen,  and  other 
communities  {produced  news  about  the 
!  Rio  Grande  Valley:  “They  were  covering 
j  Harlingen  news  also,  because  they  were  in 
i  close  proximity,  and  people  went  to  those 


newspapers’  sites,  which  were  Ifee.” 

Freedom  had  projected  a  sharp  initial 
drop-off  in  traffic,  but  hoped  to  gradually 
rebuild  it  under  the  pay  system,  Bennett 
says.  But  things  didn’t  work  out  that  way. 

“We  saw  a  40%  decline  in  traffic,”  says 
Bennett.  “We  saw  some  new  subscribers 
come  in,  but  we  didn’t  see  traffic  come 
back  to  the  local  news  like  we  expected 
to,  and  we  didn’t  see  our  CPMs  increase. 
We  felt  we  were  becoming  irrelevant  in 
local  news,  and  advertisers  wouldn’t  pay 
for  that  readership  if  it  weren’t  a  certain 
size  or  growing  at  a  certain  clip.” 

Plenty  of  observers  think  the  latest 
j  wave  of  experiments  will  deliver  the 
same  results. 

Fitch  Ratings  media  analysts  Mike 
Simonton  and  Jamie  Rizzo  issued  a  report 
in  December  saying  2010  will  show  “what 
goes  up  must  come  down  ...  Fitch  expects 
paywalls  will  be  erected  and  dismantled  in 
j  2010  as  media  companies  [with  print 
products]  experiment  with  charging  users 
’  for  online  content  and  are  ultimately 
I  disappointed  by  the  results.” 
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As  a  general  rule,  content 
behind  the  paywall  is  content  that 
could  not  he  found  elsewhere. 

—  David  Bessen,  former  chief  information  officer,  MediaNews  Group 


There  will  be  exceptions,  the  Fitch  ana¬ 
lysts  said,  such  as  The  Wall  Street  Journal, 
The  New  York  Times,  smaller  local 
newspapers  and  business-to-business 
magazines.  The  great  majority  of 
newspapers  “have  too  many  competitors 
in  their  content  niche  to  compel  users  to 
pay.”  Paywalls,  they  added,  amounted  to  a 
“de  facto  audience  minimization  strategy” 
allowing  free  competitors  to  gain  readers. 

Fitch’s  prediction  for  this  year:  “Parent 
companies  will  seek  to  halt  the  death 
spiral  by  reopening  most  of  their  content 
broadly  and  dedicating  efforts  toward 
enhancing  the  user  experience,  content 
delivery/packaging  and  establishing 
partnerships  with  complementary 
content  providers.” 

Simonton  tells  E&P  that  “the  thesis  is 
still  intact. ...  Local  newspaper  companies 
that  have  been  free  and  try  to  reverse 
course  may  have  some  near-term  success 
at  increasing  their  circulation  revenue, 
but  over  time  they  will  likely  reduce  their 
aiidience  base,  negatively  affect  the  reach 
they  can  provide  advertisers,  and  will 
likely  spark  free  competition. 

“If  they  do  not  invest  in  developing, 
aggregating,  and  delivering  unique  local 
content  to  the  next  generation  of  infor¬ 
mation  consumers,  the  local  newspaper  is 
unlikely  to  compete  effectively  with  more 
nimble  players  that  have  lower 
cost  structures  and  lighter  debt  loads,” 
Simonton  continues.  During  the  recent 
downturn,  he  adds,  “not  many  made 
those  types  of  investments.  To  the 
contrary,  many  companies  disinvested 
to  preserve  cash  flow,  putting  them 
further  behind  in  the  evolution  of  the 
newspaper  business.” 

Steve  Outing,  director  of  the  Digital 
Media  Test  Kitchen  at  the  University  of 
Colorado  School  of  Journalism  and  Mass 
Communications,  says  “a  lot  of  the  legacy 


news  organizations  —  and  Rupert 
Murdoch  is  the  classic  example  —  over¬ 
value  their  content.  And  that  in  no  way 
disparages  the  work  of  the  journalists. 

It’s  just  this  new  ecosystem  is  pretty 
fast  going  to  get  to  the  point  where 
non-legacy  news  organizations  will  do 
things  of  similar  quality  using  the  new 
business  models,  and  it  will  be  harder  for 
the  legacy  news  organizations  to  charge.” 

Alan  Mutter,  the  influential 
“Reflections  of  a  Newsosaur”  blogger 
who  writes  a  column  for  ESJP,  recalls 
what  he  describes  as  the  “secret  meeting” 
of  publishers  in  May  2009  in  Chicago  to 
discuss  ways  to  charge  for  content.  He 
and  his  partners  had  an  idea  for  some¬ 
thing  he  calls  “ViewPass,”  through  which 
publishers  would  fund  a  cooperative  to 
put  technology  in  place  to  require 
readers  to  register  to  view  stories.  The 
cooperative  would  develop  a  database 
on  who  was  reading  what  in  order  to 
develop  highly  targeted  advertising.  If 
publishers  chose,  the  system  could 
charge  for  content.  Mutter  says. 

“Our  belief  was  they’d  never  get 
enough  people  to  pay  on  the  Web  so  that 
it  would  be  material  to  the  business,  and 
if  you  just  started  charging,  they’d  go 
somewhere  else  for  news,”  he  says. 

Mutter  says  he  thought  he  was 
well-received  at  the  time,  “but  they  all 
proceeded  not  to  come  together  to  do 


this  ...  nobody  in  the  industry  had  any 
conviction  about  doing  anything 
about  it.”  Instead,  he  says,  the  news¬ 
paper  industry  will  be  beholden  to 
Yahoo  and  Google,  which  are  develop¬ 
ing  ad-targeting,  news-based  systems. 

“I  thought  2009  was  going  to  be  the 
year  of  the  paywall,”  says  Mutter. 

“Now,  I  haven’t  seen  any  progress  on 
any  idea  that  will  allow  newspapers  to 
protect  their  content  and  charge  for  it.” 

However,  a  pay  system  has 
emerged,  though  whether  it  will 
become  a  newspaper  industry 
standard  remains  to  be  seen. 
Launched  formally  last  April  by 
media  bold-face  names  Steve  Brill 
and  Gordon  Crovitz  (see  a  Q&A  with 
Crovitz,  page  8),  Journalism  Online’s 
Press+  service  allows  publishers  to 
determine  how  and  how  much  con¬ 
tent  they  want  to  wall  off.  Its  selling 
point  is  that  its  readers  can  use  the 
same  login  to  purchase  content  across 
all  Press+  affiliate  sites. 

MediaNews  Group  is  using 
Journalism  Online  in  its  paywall 
experiments. 

WHAT  ABOUT  THE  ‘DEMOCRAT- 
GAZETTE’? 

While  many  like  to  point  to  the 
Arkansas  Democrat-Gazette’s  history  of 
chcirging  for  online  content.  Mutter 


Newspapers  don't  have  the  courage 
of  their  convictions.  The  idea  you  can  get 
10%,  20%),  30%  of  your  current  audience  to 
commit  is  perfectly  reasonable.^^ 

—  Greg  Harmon,  CEO/Managing  Director,  Belden  Interactive 


says  it’s  a  defensible  property  as  the 
clear  leader  in  Arkansas  news;  had 
relatively  less  Internet  penetration  than 
most  major  papers’  markets;  and  has 
been  charging  nearly  from  the  get-go. 
Many  newspapers  can  claim  none  of 
those  three  advantages,  he  says,  and  are 
kidding  themselves  if  they  think  local 
news  is  exclusive  content.  “What  hap¬ 
pened  at  the  library  board,  or  whether 
there’ll  be  an  ordinance  to  put  the 
numbers  on  the  street  curb  —  that’s  not 
mission  critical,  and  that’s  not  even 
defensible,  because  people  can  find  out 
about  it  somewhere  else.” 

continued  on  the  next  page 
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continued  from  page  33 
Count  Freedom  Communications’ 
Bennett  as  another,  like  Mutter,  who 
believes  an  industry-  that  moved  in  i 

lockstep  toward  paywalls  might  have  had  | 
a  chance  at  succeeding.  In  an  environ¬ 
ment  when  some  papers  do  and  others  ! 
do  not,  however,  it’s  nearly  impossible.  j 
“If  the  Orange  County  Register  put  a  j 

paywall  up,  the  L.A.  Times  would  I 

probably  assign  20  reporters  to  Orange  I 
County  and  fill  in -the  gaps.  So  I  think  it  | 
will  be  very  difficult  unless  the  industry  ! 
as  a  whole  decides  this  is  the  way  to  go,”  | 

he  says.  “I  feel  like  our  job  is  to  grow  i 

audience,  and  paywalls,  unless  everybody  ! 
does  it,  will  give  you  a  smaller  audience.  i 
More  targeted,  but  smaller.”  j 

Another  possibility,  Bennett  says,  j 

is  that  the  “different  experience”  of 
consuming  media  on  iPads  and  other  ! 
tablets  can  allow  for  charging,  but  “if  all 
you’re  doing  is  giving  more  of  the  same  i 


experience  with  your  newspaper  and 
your  Website  and  it’s  not  game-chang¬ 
ing,  it’s  going  to  be  harder  to  charge.” 

The  experts  are  not  unanimous, 
however.  Greg  Harmon  of  San 
Francisco-based  Belden  Interactive  says 
he  got  involved  in  the  issue  after  the 
Isaacson  Time  article  last  year,  helping 
write  an  internal  memo  for  an  interactive 
department  about  how  charging  for 
content  isn’t  a  smart  idea.  But  with 
more  research,  he  says,  he’s  coming  to 
a  different  conclusion. 

He  figures  that  there  are  three  types  of 
Web  audiences  at  newspaper  sites:  The 
“fly-by”  user  who  usually  comes  from  a 
search  engine;  the  “incidental  loyalists” 
who  come  by  one  to  three  days  in  a 
month;  and  “core  loyalists”  who  are  on 
20  days  per  month,  twice  per  day. 

If  a  newspaper  charged  50  cents  per 
visit,  he  says,  the  revenue  from  each  type 
of  Web  user  would  resemble  print 


subscribers,  in  a  way:  50  cents  from  a 
fly-by  user  would  equate  to  a  single-copy 
purchaser;  the  $1.50  from  the  incidental 
loyalists  is  about  the  price  of  a  Sunday 
paper;  and  the  $20  from  a  visitor  who 
comes  40  times  a  month  is  akin  to  a 
monthly  print  subscription. 

At  this  type  of  pricing,  Harmon  says, 
the  top  500  newspapers  in  the  U.S.  are 
generating  $4  billion  worth  of  online 
content.  Capture  just  25%  of  that,  and 
it’s  $1  billion. 

“That’s  when  I  went,  This  is  not 
stupid.  This  looks  like  this  is  sort  of 
possible,’”  he  says.  ‘This  is  a  game 
worth  playing  for  everybody.” 

Harmon  is  an  advocate  of  metered 
models,  though  not  strict  paywalls.  “All 
you  have  to  do  is  cookie  them  and  when 
they  reach  20  times  in  a  month,  you  say, 
‘Hey,  you  really  love  us  —  here  are  your 
payment  options,’”  he  says. 

Harmon  then  studied  about  70 


Paywall  pioneer  now  feeling  like  a  prophet 


For  publishers  wrestling  with 

the  paywall  issue,  one  mandatory 
step  in  the  decision-making  process 
seems  to  be  a  phone  call  to  Walter  E. 

Hussman  Jr.  in  Little  Rock. 

The  owner  of  Wehco  Media  and  publish¬ 
er  of  its  flagship  Arkansas  Democrat- 
Gazette  is  too  discreet  to  publicly  name 
the  names  that  have  come  calling  for 
advice,  but  you'd  recognize  them.  And 
several  of  them  are  now  making  well- 
publicized  leaps  into  paid  online  models. 

Hussman  was  roundly  razzed  by  the 
industry’s  digerati  several  years  ago 
when  he  walled  off  most  of  the 
Democrat-Gazette’s  content,  because  he 
believed  giving  away  the  news  was  a  big 
factor  in  the  paper’s  slipping  print  circu¬ 
lation.  In  the  next  couple  of  years,  he 
seemed  to  prove  the  worth  of  paywalls 
as  circ  stabilized  and  even  rose  slightly. 

But  until  recently,  the  Democrat-Gazette  was  a  lonely 
practitioner  of  paywalls. 

Now  Hussman  appears  to  be  leading  a  crowd. 

“Our  most  recent  thinking  on  paywalls  is  that  we’re  glad 
we  pursued  the  strategy  we  did,  because  right  now  we’re 
thinking  paid  is  more  important  than  it  ever  was,”  says 
Hussman.  Requiring  readers  to  pay  for  online  content  ■ 
has  positioned  the  Democrat-Gazette  to  take  maximum  ' 
advantage  of  the  proliferation  of  new  devices  for  newspaper 
content,  particularly  the  iPad,  he  argues. 

And  the  business  model  won’t  simply  include  charging 


users,  but  delivering  more  effective 
advertising  at  higher  rates,  dispensing  at 
last  with  the  digital-dimes  dilemma. 

“With  the  new  devices  like  the  iPad,  it's 
going  to  be  much  easier  for  newspapers 
to  go  from  the  one-to-many  model  of 
advertising  to  the  one-to-one  model,”  he 
says.  “When  somebody  pulls  up  a  replica 
edition  of  our  paper,  we  will  know  exactly 
who  is  coming  to  our  replica  editions. 
We’ll  know  their  ZIP  code  and  demo¬ 
graphics.  And  we  can  now  start  serving 
different  ads  to  different  customers  from 
the  same  retailer.” 

A  pay  model  provides  far  more 
information  about  readers  “than  simply 
throwing  the  site  open  to  a  whole  bunch 
of  people,”  adds  Hussman. 

The  paper  is  developing  its  own  iPad 
app  —  the  Democrat-Gazette  is  already 
available  on  the  Apple  device  through 
Newsstand  —  but  its  subscription-based  paywall  remains  old- 
fashioned  compared  to  the  metered  and  hybrid  models  being 
adopted  by  the  newcomers  to  paid  online.  But  Hussman  says 
the  paper  sees  no  reason  to  change  the  pay  model. 

In  the  last  couple  of  reporting  periods  Democrat-Gazette 
circulation  has  fallen  by  a  little  more  than  6%  —  in  a  period 
when  other  metros  are  showing  double-digit  declines. 
Hussman  ascribes  the  slippage  to  two  substantial  subscrip¬ 
tion  increases,  and  hiking  the  cover  price  outside  the  Little 
Rock  market  to  75  cents.  He  says  he’s  keeping  the  faith  with 
paywalls;  “We’re  happy  with  what  we've  got." 
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Once  non-legacy  news  organizations  begin  to 
deliver  reporting  equal  to  that  of  newspapers. 

Ht  will  be  harder  for  the  legacy 
news  organizations  to  charge.^^ 

-  Steve  Outing,  director  of  the  Digital  Media  Test  Kitchen  at  the 
University  of  Colorado  School  of  Journalism  and  Mass  Communications 


newspapers  trying  to  charge  for  monthly 
online  subscriptions,  from  as  little  as  $1 
per  month  to  $350  per  year. 

Measuring  the  number  of  online 
subscribers  as  a  percentage  of  print 
subscribers  (what  he  calls  “uptake”),  he 
found  “absolutely  no  correlation  between 
expected  uptake  and  how  much  you 
charge.”  The  $1  per  month  paper  had 
uptake  of  1.8%,  while  the  $350  per  year 
paper  had  1.9%. 

“An  unformed  economy  will  have  that 
price  irrationality,”  Harmon  says.  “If  your 
expectation  is  to  charge  $3  instead  of  $12 
in  expectations  of  having  greater  uptake, 
don’t  kid  yourself,  because  you  won’t.” 

And  uptake  can  range  well  above  the 
low  single-digit  range,  says  Harmon, 
citing  examples  from  Florida  to  Quebec 
of  dailies  that  have  jumped  into  the  high 
single  or  low  double-digits.  “Newspapers 
don’t  have  the  courage  of  their  convic¬ 
tions,”  he  adds.  “The  idea  you  can  get 
10%,  20%,  30%  of  your  current  audience 
to  commit  is  perfectly  reasonable.” 

THE  NEW  SUMMER  MODEL 

The  Summer  of  Paywalls  kicked  off  in 
June,  when  Rupert  Murdoch’s  Times  and 
The  Sunday  Times  of  London  introduced 
their  pay  models  —  making  them  the 
first  of  his  papers  in  his  avowed 
campaign  to  charge  for  all  content. 

A  click  on  an  article  summary  yields  a 
message  that  says  access  costs  one  pound 
per  day;  there’s  a  trial  offer  of  one  pound 
for  30  days,  followed  by  a  2-pounds-per- 
week  subscription.  (American  readers  are 
asked  to  pay  $2  per  day,  with  a  trial  offer 
of  $2  for  30  days,  then  $4  per  week.) 

In  announcing  the  paywall  this  spring. 
News  International  CEO  Rebekah 
Brooks  said,  “At  a  defining  moment  for 
journalism,  this  is  a  crucial  step  toward 
making  the  business  of  news  an  econom¬ 
ically  exciting  proposition.  We  are  proud 
of  our  journalism  and  unashamed  to  say 
that  we  believe  it  has  value.” 

On  July  1,  Gannett  walled  off  the 
content  at  three  of  its  local  newspapers  in 
Greenville,  S.C.,  Tallahassee,  Fla.,  and  St. 
George,  Utah.  The  company  considers 
Greenville,  at  64,543  daily  circulation, 
one  of  its  “mid-sized  markets,”  while  St. 
George,  at  19,87$,  is  a  “smaller”  market, 
the  company  told  investors  in  its  most 
recent  annual  report.  Tallahassee  sits  in 
between,  with  daily  circulation  of  41,420. 

The  most  routine  of  local  stories  are 
now  behind  the  wall.  On  July  5  on 
greenvilleonline.com,  readers  who  clicked 
on  the  weather  report  “Sweltering  days 


ahead  as  temps  expected  to  climb  to 
upper  90s  Wednesday”  and  the  traffic 
story  “Cleveland  Street  to  be  shut  down 
for  3  days”  were  greeted  with  a  message 
that  “This  article  and  other  exclusive  local 
content  now  require  a  subscription.” 

All  three  of  the  Gannett  papers  ask 
$9-95  a  month  for  Website  access,  if  the 
user  doesn’t  already  have  a  print  subscrip¬ 
tion.  For  $14.95,  readers  get  access  to  the 
Website  and  the  PDF-style  electronic  edi¬ 
tion.  A  24-hour  “day  pass”  costs  $2.  (All 
three  of  the  papers  charge  $10  or  less  for  a 
Sunday-only  print  subscription,  which 
would  entitle  the  reader  to  online  access.) 

“It’s  important  to  emphasize  that  w'hat 
we’re  doing  is  testing  different  paid-con- 
tent  models  in  those  three  communities, 
so  we  understand  how  consumers  behave 
with  paid  content  models,”  says  Gannett 
spokeswoman  Robin  Pence.  “One  of  the 
benefits  of  our  company  is  the  number  of 
markets  we’re  in.  We’ve  got  81  markets 
to  test  and  see.” 

Pence  says  there  are  no  current  plans 
to  test  any  other  system  than  a  paywall  — 
for  example,  a  metered  model  that  allows 
for  a  certain  number  of  free  views  before 
payment:  “We  don’t  have  anything  down 
the  road  right  now.  We’re  going  to  see 
how  those  efforts  go  in  the  marketplace.” 

Denver-based  MediaNews  Group 
plans  its  own  paywall  experiment  this 
summer,  intending  to  introduce  a  pay 
model  in  two  small  markets  —  at  the 
Chico,  Calif.  Enterprise- Record  and  in 
York,  PA.,  where  it  owns  both  The  Ycrk 
Dispatch  and  the  York  Daily  Record. 

David  Bessen,  MediaNews  Group’s  for¬ 
mer  chief  information  officer,  was  one  of 
the  executives  who  developed  the  plan 
before  his  departure  from  the  company 
this  summer  in  a  reorganizational  move. 

“It  isn’t  simply  putting  a  paywall  at  the 
perimeter,  like  Newsday  did,”  he  says.  A 
significant  number  of  articles  will  remain 
free,  but  certain  stories  will  ultimately 
trigger  a  meter,  and  the  user  will  be 
asked  to  enter  a  “Member  Zone”  and  pay 


for  access. 

“As  a  general  rule,  content  behind  the 
paywall  is  content  that  could  not  be 
found  elsewhere,”  says  Bessen.  “It’s  not 
AP  content,  it’s  not  something 
[Denver’s]  9News,  or  Channel  4  might 
have,  even  if  they  cover  it  differently.  It’s 
investigative  journalism,  enterprise 
reporting,  special  columnists.” 

Articles  tucked  behind  the  paywall 
j  could  be  supplemented  or  replaced  with 
low-cost,  outside  content  on  the  same 
topic,  which  could  then  have  links  back 
to  the  premium  content,  Bessen  adds. 

In  a  decentralization  plan,  each 
MediaNews  paper’s  newsroom  will  get  to 
decide  which  stories  go  behind  the  wall 
and  which  stay  out. 

The  New  York  Times,  of  course,  is  the 
most  celebrated  of  the  converts, 
although  many  of  the  details  of  its  pay 
plan,  to  be  introduced  in  2011,  remain 
undecided  or  undisclosed. 

The  company  calls  it  a  “metered 
model,”  not  a  paywall,  as  an  as-yet- 
undetermined  number  of  stories  will  be 
free  before  a  reader  is  asked  to  pay  for 
access  to  tbe  site,  says  Executive  Director 
of  Corporate  Communications  Diane 
McNulty.  At  this  stage,  the  Times  is 
planning  monthly  and  annual  subscrip¬ 
tions,  not  micropayments,  and  it’s  still 
developing  the  pricing  structure. 

“We  are  currently  deciding  what  the 
final  product  will  be,  including  pricing, 
reading  limit  and  what  content  will 
count  toward  the  reading  limit,”  says 
McNulty.  “We  have  decided  the  model 
vtyll  be  designed  so  readers  referred  from 
third-party  sites,  such  as  blogs  and  social 
media,  will  be  able  to  access  that 
content.  Links  from  referrals  will  count 
toward  reading  limits  but  will  never  trig¬ 
ger  the  gate,  enabling  NYTimes.com  to 
continue  being  a  part  of  the  open  Web.” 

Subscribers  to  the  print  edition  “will 
be  treated  in  a  special  way,”  she  adds. 
“We’re  just  starting  to  develop  that 
aspect  of  the  plan.”  11 
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Top  Wall  Street  analysts  assess  the  industry  now  and  into 
2011,  and  -  surprise!  A  couple  are  bullish  on  newspapers 

By  Mark  Fitzgerald  and  Shawn  Moynihan 


IN  RECENT  YEARS,  WALL  STREET  STOCK  AND 

credit  analysts  as  a  class  have  often  seemed  the 
harshest  critics  of  the  newspaper  industry.  After 
cheering  the  big  blockbuster  deals  of  the  first  half 
of  the  2000s,  most  quickly  turned  sour  on  news¬ 
papers  as  the  business  stumbled.  Some  firms  even 
stopped  following  publicly  traded  publishing  companies. 

But  newspaper  shares  staged  a  remarkable  run-up  in  value 
starting  in  the  summer  of  2009,  a  rally  that  stalled  only  at  the 
beginning  of  this  summer,  when  the  wider  markets  also  dropped. 

So  how  do  analysts  feel  about  newspapers  these  days?  E&P 
talked  with  six  of  the  top  equity  and  credit  analysts  who 
follow  newspapers,  and  found  skepticism  mixed  with  cautious 
optimism  about  future  performance.  Similarly,  there’s  disap¬ 
pointment  and  impatience  among  some  with  the  pace  of  * 
newspapers’  transition  to  digital,  but  also  admiration  for  the 
radical  steps  publishers  took  to  return  to  profitability  and  pay 
down  debt. 


There  were  even  a  (very)  few  buy  signs  on  newspaper 
sector  stocks. 

How  would  you  assess  the  performance  of  newspaper 
companies  in  the  first  two  quarters  of  2010?  Any 
surprises? 

James  Goss:  I  dori  t  think  there  were  major  surprises.  The 
intensity  of  the  downward  pressure  on  ad  spending  appears  to 
have  lessened,  though  the  extent  to  which  all  of  that  volume  is 
recaptured  will  remain  in  question.  A  reduction  in  the  rate  of 
revenue  decline  is  a  favorable  trend,  but  it  is  still  a  decline, 
and  against  a  weak  base  period.  However,  cost-cutting  efforts 
at  Gannett  have  enabled  that  company  to  create  positive 
comparisons  in  profitability. 

Barry  L.  Lucas:  Surprises?  [Newspapers’]  ability  to  continue 
to  cut  costs  and  generate  EBITDA  increases  despite  ongoing  ad 
revenue  declines. 

Joscelyn  MacKay:  I’d  say  the  performance  is  disappointing 
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given  that  advertising  dollars  are  returning  as  the  economy 
improves,  but  newspapers  are  realizing  less  of  the  upside 
relative  to  television  and  Internet.  For  instance,  Gannett’s 
publishing  ad  revenue  continues  to  decline  even  as  ad-spending 
growth  enters  positive  territory. 


Mike  Simonton:  On  the  revenue  side,  performance  is  in  line 
with  expectations  as  they  are  doing  better  off  really  weak 
comparables.  We’ve  been  more  surprised  on  the  cost  side. 
Newspapers  have  done  a  great  job  of  continuing  to  extract  mean¬ 
ingful  cost  savings  against  prior  years  when  they  were  also  very 
focused  on  costs. 


Alexia  Quadrani:  After  a  strong  rally  in  the  second  half 
of  2009,  [newspaper]  stocks  have  been  relatively 
range-bound  in  the  first  half  of  2010.  The  one 
exception  would  be  E.W.  Scripps  (NYSE:  SSP), 
which  is  up  slightly  year-to-date  in  part  driv¬ 
en  by  the  high  concentration  of  broadcast 
revenues  as  well  as  the  cash  inflow  from 
the  sale  of  United  Media. 


What  are  your  expectations  for  the  rest  of  the 
year  and  into  2011? 

Goss:  I  remain  hopeful  that  the  economic 
recovery  will  regain  sounder  footing,  and 
that  the  ad  recovery  regains  greater 
momentum. 


“We  expect 
the  newspaper 
industry  to 
struggle  given 
its  perpetual 
decline.” 

Joscelyn  MacKay. 

Morningstar  Inc.  .  .u  •  ^  . 

MacKay:  We  expect  the  newspaper  industry  to 

struggle  given  its  perpetual  decline.  As  newspaper  cir¬ 
culation  drops,  newspaper  ad  spending  should  also  decline, 
creating  a  vicious  cycle.  U.S.  newspaper  circulation  has  fallen 
each  of  the  past  15  years  and  newspapers’  share  of  ad  spending 
decreased  to  23%  in  2009  from  31%  in  2002.  The  advent  of 
portable  digital  technology,  such  as  smartphones,  has  only 
accelerated  the  decline  of  newspapers. 


Lucas:  I  see  more  moderate  declines  in 
ad  revenues  with  potentially  some  up 
revenue  comps  late  in  the  year. 

Newsprint  costs  are  expected  to  be  less 
favorable  as  the  companies  cycle  past  last 
year’s  low  prices. 


Robert  Roman:  It  appears  that  results  to 
date  are  indicating  positive  signs  that  2010 
will  show  some  improvement  over  2009. 

There  are  positive  trends,  and  any  recovery 
in  ad  spending  as  the  recession  eases  will  pro¬ 
duce  positive  bottom-line  results.  Additionally, 
many  of  the  comparisons  for  2010  are  coming  after 
one  of  the  worst  years  for  advertising,  when  some 
companies  experienced  significant  revenue  declines. 

Newspaper  companies  have  done  a  nice  job  embracing 
change  and  many  are  exploring  new  operating  models  such  as 
outsourcing  and  off-shoring  common  tasks,  deploying  new 
technology  to  store,  recall  and  use  content  across  multiple 
platforms  and  to  reduce  manual  labor  needs. 
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Roman:  We  should  continue  to  see  companies  re-evaluate 
their  daily  newspaper  strategies  and  —  in  some  cases  -  either 
exiting  the  local  edition  or  adopting  an  “Internet-only”  news 
source,  similar  to  2009.  There  will  be  a  continued  focus  on 
leveraging  opportunities  from  the  rapid  expansion  of  wireless 
mobile  and  other  broadband  access/reading  devices. 

Simonton:  We  expect  newspapers  to  continue  to  see 
declines,  but  at  a  decelerating  pace  relative  to  last  year.  We  also 
expect  them  to  continue  to  find  permanent  fixed-cost  savings. 

As  several  of  you  mentioned,,  publishers  propped  up 
profits  in  the  past  three  quarters  as  deep  cost  cutting 
paid  off  in  the  bottom  line.  Going  into  2011,  do  you 
expect  newspapers  to  bump  up  against  some  tough 
comparables  in  expenses?  And  how  is  the  market  likely 
to  react  to  that? 

Goss:  Hopefully  the  dynamic  of  moderating  revenue  declines 
and  perhaps  even  some  improvement,  assuming  the  economy 
recovers,  should  match  up  well  with  expenses  that  will  not  likely 
be  allowed  to  get  out  of  hand.  If  revenues  rise  modestly  and 
expenses  are  flat,  profitability  should  be  able  to  improve  at 
least  somewhat.  However,  business  mix  issues  can  come  into  •  • 
play.  With  Gannett,  the  favorable  impact  on  this  year’s  broad¬ 
casting  business  from  political  revenues  will  not  be  present  in 


lenge  particularly  for  those  companies  with  broadcast  assets 
who  will  suffer  from  lack  of  political  spending.  We  generally  see 
modest  margin  erosion  in  2011. 1  believe  for  the  most  part  the 
market  is  anticipating  some  erosion.  However,  if  it  becomes 
more  severe  than  expected  it  could  weigh  on  the  stocks. 

How  would  you  assess  newspapers'  progress  in 
transitioning  from  print  to  digital? 

Goss:  This  is  still  a  work  in  progress.  Barriers  vary,  including 
the  notion  that  people  do  not  like  to  pay  for  something  they 
have  been  used  to  getting  free.  The  opportunities  (presented  by 
iPad  and  other  e-readers)  seem  to  be  especially  encouraging. 
However,  editorial  and  production  effort  and  expense  will  be 
required  to  create  the  best  set  of  formats  and  applications. 
Pricing  will  be  critical.  And,  of  course,  an  installed  base  of  device 
will  be  necessary  to  create  a  meaningful  economic  opportunity. 
This  will  all  take  time.  However,  it  is  worth  it,  and  necessary  for 
the  endgame  to  redefine  the  notion  of  newspaper  publishing  in 
terms  of  the  content  being  created  and  distributed  rather  than 
the  specific  form  or  medium  in  which  it  is  delivered. 

Lucas:  Disappointingly  slow.  I  am  hopeful  that  the  success  of 
I  the  iPad  will  translate  into  more  digital  distribution,  but  it  is  still 
I  the  early  days. 


2011,  suggesting  lower  profitability  from 
that  source  next  year. 

Lucas:  Numbers  that  decline  at  a 
slower  pace  are  not  enough.  For  the 
market  to  be  more  comfortable  with  the 
stocks,  I  thfnk  we  have  to  have  positive 
ad-revenue  comps. 

MacKay:  Newspapers  have  cut  a  num¬ 
ber  of  costs  in  an  attempt  to  right-size 
the  business,  but  we  are  not  confident 
they  will  be  able  to  keep  pace  with  the 
decline  in  revenue  over  the  longer  term. 
In  addition,  we  are  concerned  that  the 
newspaper  companies  will  run  out  of  fat 
to  trim  and  have  to  cut  into  muscle, 
negatively  impacting  the  quality  of 
their  products.  In  addition,  we  expect 
newsprint  prices  to  rise  from  current 
cyclical  lows,  negating  some  of  the 
recent  expense  declines.  In  our  view, 
these  companies  need  to  show  some 
real  top-line  improvement  in  order  to 
hold  onto  margin  gains. 

Quadrani:  We  do  believe  comparisons 
on  the  cost  side  become  tougher  in  the 
second  half  of  the  year,  and  with  rising 
paper  prices  it  will  be  more  challenging 
to  recoup  some  of  the  profit  erosion 
from  the  last  few  years.  However,  with 
moderating  declines  in  newspaper 
advertising  it  may  be  possible  to  keep 
margins  flat  for  the  rest  of  the  year.  Next 
year  will  become  even  more  of  a  chal¬ 
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MacKay:  In  our  view,  as  long  as  there  is 
free  mobile  or  home  Internet  access  to 
news  flow,  digital  rhedia  will  not  become  a 
meaningful  portion  of  overall  revenue  and 
certainly  not  enough  to  offset  the  loss  of 
print  advertising  and  circulation  dollars. 

Quadrani:  We  believe  the  progress  has 
been  mixed.  The  companies  have  gener¬ 
ally  cast  a  wide  net  investing  in  digital 
properties  as  well  as  developing  their 
own  digital  arms  to  complement  their 
traditional  businesses.  Digital  revenues 
range  from  10%-20%  of  total  revenues  at 
most  newspaper  companies.  The  large 
majority  of  these  revenues  are  advertis¬ 
ing  driven  as  we  believe  it  remains  a 
challenge  for  newspaper  companies  to 
charge  for  content.  Hopefully  with 
consumers  moving  more  toward  mobile 
devices  where  they  generally  have  to 
pay  for  applications,  the  mind  set  may 
change  a  bit  making  them  more  willing 
to  also  pay  for  content  online. 

What  newspaper  company  stocks, 
if  any,  are  you  bullish  on  and  which 
more  bearish? 

Goss:  My  newspaper  coverage 
currently  is  only  GCI  (Gannett  Co.).  I  am 
very  positive  on  the  efforts  management 
has  made  and  continues  to  make.  I  also 
feel  the  company's  presence  in  broad¬ 
casting  plus  a  variety  of  digital  media 
including  CareerBuilder,  Captivate  and 
PointRoll  demonstrate  management’s 
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MacKay:  We  are  not  currently  bullish 
on  any  newspaper  sector  stocks. 


Quadrani:  Our  only  overweight  rating 
currently  is  SSP  given  the  discounted 
valuation  at  3.9  times  2011  EBITDA,  the 
large  percentage  of  cash  flow  coming 
from  broadcast  as  well  as  the  strong 
balance  sheet.  We  remain  neutral  on 
the  rest  of  the  stocks  in  our  publishing 
universe  given  the  more  challenging 
comps  ahead  and  overall  uncertainty 
surrounding  longer-term  growth. 


On  the  Credit  Side 


A  couple  of  questions  about  newspaper 
debt  and  credit  ratings  to  Mike  Simonton, 
Managing  Director,  Media  &  Entertainment 
and  credit  analyst  for  Fitch  Ratings. 


How  would  you  assess  newspapers' 
debt  situation  in  mid-2010?  Are 
they  deleveraging  fast  enough? 

Even  if  there  are  favorable  economic 
tailwinds,  the  newspapers  that  didn’t  go 
bankrupt  will  continue  to  struggle  under 
their  debt  loads.  They’ve  done  a  good 
job  of  extending  the  day  of  reckoning  by 
refinancing  short-term  debt,  but  the 
reality  is  that  they  can’t  repay  the  debt 
from  internally  generated  funds,  and  it’s 
unclear  if  they  will  have  a  financeable 
business  when  the  debt  comes  due. 
They’ve  pushed  out  the  problem,  but 
have  not  eliminated  it. 


intensity  in  redefining  its  corporate  mission.  I  still  have  a  Market 
Perform  rating  on  the  stock  to  acknowledge  that  the  process 
continues  to  evolve  as  well  as  that  the  stock  has  recovered  from 
its  extremely  low  levels  a  year  ago. 


Lucas:  In  the  pure-play  area,  I  am  most  comfortable  with  A.H. 
Belo  (NYSE:  AHC),  in  part  because  it  has  no  debt.  In  the  diversi¬ 
fied  names,  E.W.  Scripps.has  no  debt  either,  and  is  helped  by  its 
television  business.  Gannett  has  done  a  superior  job  on  the  cost 
side.  Its  two  major  print  properties.  The 
Arizona  Republic  and  USA  Today,  could 
be  helped  by  separate  economic  trends, 
that  is,  a  regional  recovery  in  Phoenix 
and/or  an  overall  economic  rebound  for 
USA  Today.  Importantly,  GCI  should 
recapture  lost  classified  advertising 
through  its  digital  initiatives,  particularly 
CareerBuilder. 

{Lucas  disclosures:  I  have  Buy 
recommendations  on  AHC,  GCI  and  SSP, 
and  own  no  shares  of  Belo  or  Gannett, 
but  do  own  400  shares  of  SSP.  GAMCO 
Investors,  an  affiliate  of  Gabelli  & 

Company  Inc.  may,  and  does,  own 
shares  of  AHC,  GCI  and  SSP.) 


What  will  it  take  for  newspaper  companies  —  most  of 
which  have  debt  rated  in  junk  territory  —  to  regain 
investment-grade  ratings?  Are  they  on  track  for  that? 

It  is  unlikely  that  a  pure-play  newspaper  company  with  a 
material  amount  of  debt  could  achieve  investment  grade  ratings 
in  the  next  five  years.  A  company  with  other  revenue  streams 
might  be  able  to  achieve  investment-grade  status  but  the  rating 
would  be  based  mostly  on  the  proportion  of  newspaper  profit 
and  the  strength  of  other  business  lines.  s 


WHEN  THE  GOING 
GETS  TOUGH,  THE 
SMART  READ 

EDITrtRI^PlJBI  ISHFR. 


Press  Operators  •  Editors  •  Publishers  •  Photographers  •  Circulation 
Directors  •  Art  Directors  •  Staff  Writers  •  Distribution  Managers  • 
Production  Artists  •  Web  Masters  •  Online  Content  Editor^  • 
Marketing  •  Sales  •  Research  Development  •  Managers  •  Reporters 


'2  Years  -  $125  (Best  Deal) 

Includes  Print,  Digital  Magazine, 
Online  Access  and  E-Newsletter 

1Year-$65 

Includes  Print,  Digital  Magazine, 
Online  Access  and  E-Newsletter 


Activate  your  subscription 
now  and  get  immediate 
access  to  the  current 
digital  edition: 

editorandpublisher.com/a 
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lyf  VISION  DATA 

Your  one-vendor  solution 

(with  a  iittle  help  from  our  friends) 


VisionWeb  On-line  Business  Products  Suite  I 

Classified  Advertising  I 

•  Full  on-line  classified  ad  entry  for  both  print  and  electronic  products.  I 

•  Commercial  account  billing  and  direct  secure  credit  card  payment.  1 

•  Single  web/print  rating  engine  eliminates  need  for  multiple  rate  tables.  | 

•  User-defined  sales  packages  on  a  per-classification  basis.  | 

•  Intuitive  up-sells  for  increased  revenue.  | 

•  Multiple  photos  for  web-only  ads,  sizes  photos  for  print  ads.  | 

•  Video  up-lqad  for  web  advertising,  links  from  print  ads.  q 

Display  Advertising 

•  Commercial  online  account  management  of  web  and  print  accounts. 

•  Check  contract  status  and/or  performance  for  multiple  contracts. 

•  Check  and  print  statements  or  complete  monthly  detail  for  past  periods. 

•  Access  run  schedules,  view 'detailed  ad  listing  or  ads  scheduled  report. 

•  Make  a  payment  on  account  via  credit  card. 

•  Total  Advertising  handles  column  inch,  modular,  per  exposure  billing. 

•  Coming  soon:  Directly  schedule  new  ads,  reschedule  ones  that  have  run, 
several  more  unique  functions. 

Subscription  Management 

•  Manage  web  and  print  accounts,  purchase  and  renew  subscriptions. 

•  Paperless  billing,  credit  card  ahd  EZ-Pay  options. 

•  Send  service  messages  directly  to  the  circulation  department. 

•  Suspend  delivery  while  on  vacation,  auto  re-start  upon  return. 

Sales  Representatives 

•  Access  complete  contact  management,  account  details  from  the  field. 

•  Enter  orders  from  home  or  advertiser’s  business.  Beat  deadlines! 


In  its  more  than  30-year 
history,  Vision  Data  has 
been  an  industry  leader, 
investing  more  in  product 
innovation  and  develop¬ 
ment  than  other  media 
application  companies. 

Recently,  technology  has  grown 
faster  than  any  one  company  can 
maintain.  Now,  Vision  Data  has 
stepped  ahead  of  the  competition, 
simplifying  the  challenges  of 
merging  print  and  on-line  while 
delivering  strong  ROI  for  their 
projects. 

Working  closely  with  their  custom¬ 
ers  and  the  best  of  the  many 
emerging  technology  companies, 
Vision  Data  has  become  recog¬ 
nized  as  the  source  for  effective 
solutions  in  today’s  changing 
media  world,  and  has  worked  hard 
to  build  relationships  with  over  20 
of  the  best  emerging  Internet 
technology  companies  by  either 
linking  to  or  working  directly  with 
them  to  expand  its  software's 
functionality. 

By  adding  the  VisionWeb  Suite  to 
their  already  powerful  Total  Adver¬ 
tising  system,  today’s  progressive 
media  companies  have  the  tools 
needed  to  achieve  growth  in  one  of 
the  toughest  markets  to  date. 


www.vdata.com 


Vision  Data  is  constantly  develop¬ 
ing  new  relationships  and  new 
product  functionality  on  a  weekly 
basis,  and  is  always  open  to  new 
ideas  and  suggestions.  A  custom¬ 
ized  plan  of  action  for  your  media 
company  can  mean  the  difference 
between  surviving  and  thriving  in 
this  economic  crisis. 


Vision  Data  has  been  serving 
publishers  since  1975  and  remains 
the  longest  running  exclusive 
provider  of  publication  software 
worldwide,  focused  on  providing 
both  new  and  existing  customers 
with  the  most  reliable,  innovative, 
and  revenue-minded  software 
solutions. 


(518)  434-2193  *  sales@vdata.com 


THE  ONE 


ONE  VIEW 
CUSTOMER  SERVICE 


ONE 


SYSTEM 


W  VISION  DATA 


“Vision  Data’s  Integrated  Customer  Service  Software,  combining  classified  and  circulation  processes  on  one  screen  is  helpful  and  efficient. 
The  use  is  very  smooth  and  doesn’t  interfere  with  the  ad  taking  process,  while  providing  us  with  an  excellent  sales  tool. 

The  very  first  day  of  use,  circulation  sales  were  made.” 

-Stephanie  White,  Inside  Sales  Manager  at  the  Johnson  City  Press 


The  VisionWeb  Home  Order  Entry  program...  with  the  coordinated  “crossselling’’  platform  that  allows  us  to  offer  customers 
the  readership  of  other  Jones  Media,  Inc.,  newspapers...  has  brought  in  over  $15,000  during  the  first  month  of  operations.” 

-Steven  K.  Harbison,  Vice  President  and  General  Manager  of  The  Greeneville  Sun 


“The  VisionWeb  Circulation  program  has  saved  my  staff  time  and  has  been  a  very  convenient  feature  for  our  subscribers. 

Last  week  alone  we  got  18  new  orders  from  the  program,  about  double  the  starts  we  had  seen  before  the  launch.” 

-Phil  Hensley,  Circulation  Manager  at  the  Johnson  City  Press 


ADVERTISING,  WEB 
&  CIRCULATION 


FASTER  ROI,  HIGHER 
PROFITS  &  LOWER  COST 


INNOVATIVE,  RELIABLE 
&  PROVEN 


contact  us  >  vdata.com 


sales@vdata.com 


518-434-2193 
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Print  remains  vital 
to  the  economics 
of  journalism 

By:  Jochen  Meissner 
President  and  CEO 
Goss  International 

July  16,  2010  -  The  article  "Journalism's  Next  Revolution"  in 
the  July  12  issue  of  Barron's  asserts  that  "The  iPad  could  usher  in 
a  new  era  for  media..."  and  that  this  particular  electronic 
device,  unlike  others  that  preceded  it,  "...signals  the  long-await¬ 
ed  end  of  the  era  of  cutting  down  trees,  turning  them  into 
paper  and  printing  words  on  it...". 

I  admire  the  ingenuity  of  Apple,  and  I  may  be  biased  by  my  posi¬ 
tion  as  CEO  of  a  company  that  manufactures  printing  presses, 
but  the  arguments  supporting  this  conclusion  and  the  more  gen¬ 
eral  misconception  that  there  is  no  future  for  printed  newspa¬ 
pers  are  flawed. 

The  presumption  that  the  end  of  ink  on  paper  is  "long-awaited" 
implies  that  communicating  electronically  is  automatically  and 
always  the  "greener"  alternative.  This  fallacy  should  be  chal¬ 
lenged  more  rigorously  than  it  is.  Paper  is  easily  recycled.  Printing  presses  t;^pically  run  for  10  to  20  years  or  more.  The  envi¬ 
ronmental  impact  of  electronic  devices  flowing  to  landfills  at  an  accelerating  rate  and  the  electricity  to  power  them  and  keep 
them  fed  with  data  during  a  relatively  short  lifespan  prior  to  obsolescence,  on  the  other  hand,  tend  to  be  overlooked. 

The  idea  that  everyone  will  have  an  electronic  device  through  which  they  access  journalistic  content  is  intriguing  from  a  theo¬ 
retical  standpoint,  but  unproven  from  a  practical  one.  Compatibility,  formatting  commonality  and  reliable  distribution  are 
significant  hurdles. 

Simple  economics  present  an  even  more  imposing  barrier.  The  elimination  of  printed  journalism  could  render  that  journalism 
-  and  its  essential  role  in  society  -  accessible  only  to  those  with  the  means  to  invest  in  relatively  expensive  electronic  devices 
and  to  reinvest  continuously  to  avoid  obsolescence.  Large  populations  in  developed  countries,  and  even  larger  ones  in  devel¬ 
oping  countries  that  are  unable  or  unwilling  to  keep  pace  with  constantly  evolving  electronic  technology  would  be  left  out. 
Advertisers  who  have  historically  paid  a  good  portion  of  the  bill  for  journalism  would  likely  take  their  money  elsewhere  in 
response  to  this  segmentation  and  a  net  decline  in  audience. 

In  comparison,  printed  newspapers  are  easily  accessible  and  increasingly  affordable.  The  article  in  Baron's  stops  tracking 
developments  in  newspaper  press  technology  in  1843,  so  it  may  surprise  some  people  to  know  that  suppliers  have  made  con¬ 
siderable  progress  since  then.  Constant  innovation  has  made  the  actual  printing  of  newspapers  very  inexpensive.  This  has  dra¬ 
matically  improved  the  value  proposition,  especially  for  advertisers. 

I  found  it  ironic  that  this  article  reached  me  in  the  printed  version  of  Barron's  and  that  it  concludes  by  refuting  its  own  initial 
assertion  that  the  iPad  will  revolutionize  journalism,  conceding  in  the  last  sentence  that  "all  we  need  now  ...is  to  conceive 
the  new  business  model." 

Journalism  is  a  valuable  product.  As  with  any  product,  the  challenge  is  to  monetize  that  value  so  that  production  and  quality 
are  sustainable.  There  is  considerable  doubt  that  a  model  based  on  delivering  content  exclusively  through  e-readers  could 
accomplish  this. 

Instead,  businesses  that  produce  journalism  should  strike  a  balance  between  the  expectations  and  requirements  of  their  two 
revenue  sources  -  readers  and  advertisers  -  and  seek  ways  to  expand  both  bases.  Increasing,  not  decreasing,  the  range  of 
cost-effective  media  and  distribution  options  is  a  more  promising  strategy. 

Printed  newspapers  continue  to  evolve  and  they  remain  a  proven  platform  through  which  readers  and  advertisers  receive 
value  in  exchange  for  supporting  journalism.  I  have  no  doubt  that  those  qualities  will  ensure  their  prominent  role  in  the 
media  mix  for  many  years  to  come. 

Jochen  Meissner  is  president  and  CEO  of  Goss  International,  a  leading  supplier  of  press  and  finishing  systems  for  newspaper, 
magazine,  catalog,  direct  mail  and  other  printing  applications,  with  major  manufacturing  centers  in  Asia,  America  and  Europe 
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Print  quality,  versatility  and  value  have  driven  the  sale  of  close  to  5,000  Universal 
printing  units.  Now  that  legendary  combination  has  been  extended  to  new  4x2  and 
4x1  Universal  XL  models  -  the  ideal  Goss  options  when  double-width  productivity, 
a  low  investment  cost  and  an  easy-to-operate  newspaper  or  semi-commercial 
configuration  are  your  top  priorities. 


GOSS ;  INTERNATIONAL 
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INTEGRATED  PRINT  AUTOMATION  (IPAl 
FOR  NEWSPAPERS 

I  PA  is  a  unique,  integrated  product,  requiring  ONE  single  camera  for 
automatically  managing  adjustments  that  require  repeated  manual  printer 
intervention,  including,  registration,  ink  density,  fan-out  and  plate  alignment. 

I  PA  allows  printers  to  plan  for  their  automation  needs  both  today  and  in  the 
future  all  based  on  the  same  camera  system.  This  unparalleled  configurability 
and  upgradeability  to  printers  needs  offers  the  fastest  ROI  available  for  any 
automatic  press  control  investment 


A  Printers 
Approach 
To  Print 
Automation 


STControl 

precision  systems 


STControl  Precision  Systems  is  a  print  automation  company 
founded  from  deep  within  the  printing  industry.  Our  roots  in 
printing  have  resulted  in  a  unique  approach  to  automating 
NEWSPAPER  printing  presses. 

I  PA  from  STCONTROL  takes  into  account  all  the  key  process, 
variables  required  to  achieve  optimum  color  quality.  In  this  way, 
I  PA  is  able  to  optimize  quality,  optimize  cost  per  copy  and 
transform  the  results  your  press  can  achieve. 

Our  advanced  techniques  bring  tried  and  tested  graphic  arts 
methods  for  quality  control  into  the  21st  century,  allowing 
STControl  to  be  the  only  supplier  to  offer  newspapers  one 
integrated  and  upgradeable  system  for  automation. 


STControl  is  High  Performance 
Deiivered 

In  addition  to  offering  more  automation  than  ever  before,  all  of 
IPA's  configurations  offer  many  high  performance  features  as 
standard. 

High  performance  at  STControl  means  optimum  closed  loop 
control  not  only  under  standard  printing  conditions  but 
throughout  the  many  scenarios  that  are  production  reality  for 
newspapers.  High  performance  from  STControl  means 
optimum  results. 

Contact  us  at  WRH  Marketing  Americas 
or  www.3tcontrol.com 

wrh  marketing... 


^  A  printers 

^Control 


precision  sys.enrs  P|.||||  AUtOmatiOn 

Comprised  of  3  Integrated  Automation  Modules 
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Miguel  Angel  Perez  Martine? 
Director  of  Printing 
Impresa  Norte 
Heraldo  De  Aragon 


O  Density  management 

(ink  density,  dot  gain,  proofing) 

.  Registration  management 

^  (color  registration,  plate-to-plate  registration,  fan-out 
control) 

OWeb  position  management 

(cut-off,  side-lay) 

- ^ -  BENEFITS - 

*  Quality  consistency  *  Waste  savings  -  both  paper  and  ink 
Labor  savings  *  Management  system  with  full  product  accountability 
*  start  up  waste  saving  for  single  or  multiple  start-ups 


wrh  marketing... 

www.wrh- 


3150  Brunswick  Pike,  Suite  220,  Lawrenceville,  NJ  08648 
1-856-842  0600 

www.wrh-marketing-americas.com 
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How  do  you  achieve  computer  integrated  publishing 
without  ending  up  iocked  into  yesterday’s  business  modeis? 


One  thing  you  know  for  sure  is  that 
whatever  business  model  you 
consider,  changing  requirements 
will  make  it  obsolete  in  the  ever 
more  competitive  advertising 
market.  You  need  to  be  agile  to  stay 
alive  in  today’s  media  business. 

This  is  our  approach: 

•  Pluggable  modules  with  self- 
contained,  task-oriented  databases 

•  Network  message-oriented 
integration 


•  Thin-client  and  browser  (web) 
interfaces 

•  Agile  development  with  Scrum 

•  Incremental  deployment  with  early 
and  frequent  new  releases 

•  Application  upgrades  delivered 
electronically  and  self-installed 
in  a  few  minutes  (or  at  most,  a 
few  hours) 

•  U.S.-based  developers 

•  Commodity  hardware  sized  to 
each  function/module. 


But,  we  can  all  set  our  sights  on  being 
really  good  at  what  needs  to  be  done. 

SCS  is  committed  to  advancing 
newspaper  computing.  Our  solutions 
will  help  you  sell  more  ads  and  spend 
less  producing  and  selling  them  while 
quantifying  the  resulting  business. 

For  more  information,  contact: 
Richard  Cichelli  at  1-610-746-7700 
Phil  Curtolo  at  1-800-568-8006 
sales@newspapersystems.com 
www.newspapersystems.com 


•  Commodity  and  open-source 
software  with  virtually  no  third-party 
layered  products 


There  is  no  magic  technology  that 
will  restore  newspapers’  monopoly 
in  local  advertising. 


sell  more 
spend  less 

know  how  youVe  doing 


more  for  less  ... 

Software  Consulting  Services,  LLC 
1  -800-568-8006  (sales)  1  -61 0-746-7700  (office) 
sales(gnewspapersystems.com 
www.newspapersystems.com 


from  SCS 

s©s 


1 


Software  Consulting  Services 
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Top  5  Reasons  You  Need 
Violet  Chemistry-Free  Plates 


1.  THE  ENVIRONIVIENT 
Chemistry-free  plates  have  helped  com¬ 
mercial  printers  minimize  their  environ¬ 
mental  impart.  Now  newspapers  can  enjoy 
the  same  benefits  with  violet  chemistry- 
free  plates.  These  plates  are  exposed  in  any 
30  to  60  mW  violet  CTP  device.  The  non 
image  area  is  then  removed  with  a  simple 
ph-neutral  wash. 

2.  COMPATIBLE  WITH  EXISTING 
VIOLET  PLATESETTERS 

Approximately  two  thirds  of  newspapers 
have  violet  CTP  platesetters.  The  main  rea¬ 
son  for  this  is  a  combination  of  the  benefits 
of  violet — unbeatable  speed,  unbeatable 
laser  reliability,  low  cost  of  ownership,  and 
excellent  image  quality. 


3.  TOTAL  COST  SAVINGS 

Cleaning  out  the  processor  is  a  thing  of  the 
past.  In  fart,  the  chemical  processor  is  no 
longer  needed!  Not  only  are  you  drastically 
reducing  the  labor  costs  associated  with 
processor  cleaning  and  chemistry  dispos¬ 
al — but  your  quality  and  consistency 
improves  as  well.  Chemistry-free  allows  you 
to  take  violet  cost  savings  to  a  new  level. 

4.  IMPROVED  QUALITY  AND  CONSISTENCY 
Now  that  you  have  eliminated  the  process¬ 
ing  variables,  you  get  a  perfect  plate  every 
time  that* meets  or  beats  quality  and  per¬ 
formance  standards.  These  plates  look,  feel, 
and  behave  like  normal  plates.  On  press 
performance  is  equal  to  existing  violet  pho¬ 
topolymer  plates. 


5.  VIOLET  IS  THE  FUTURE  (and  Present) 
Only  violet  technology  has  the  reliability 
requirements  that  are  paramount  for  news¬ 
papers.  Newspapers  are  dependent  on  the 
ability  to  produce  plates  quickly.  And  with 
Agfa’s  violet  chemistry  free  plates,  that 
choice  can  also  help  you  improve  quality, 
save  money,  and  be  better  environmental 
citizens.  All  while  using  your  existing  plate¬ 
setters. 

For  more  information,  contact  Sheila 
Nysko,  Business  Development  Manager, 
at  (800)  540-2432  ext.  7042  or  email 
sheila.nysko@agfa.com. 

AGFA 


Violet  Chem-free  technology  101: 


4  STEPS  YOU  SHOULD  KNOW 


Agfa  s  plates  are  coated 
on  high  quality  grained 
and  anodind  aluminium. 
The  coating  is  sensitized 
to  Vioiet  (405niTi)  light 


During  exposute,  the 
violet  diode  hardens  the 
image  area.  The  non  image 
remains  un-exposed. 


The  exposed  plate  is  gummed 
with  a  Ph-neutral  solution 
During  this  process  the  soft, 
unexposad  non-image  area  is 
removed  by  the  gum. 


The  finished  plate  looks, 
feels  and  prints^Oke  a 
normal  plate.  The  plate 
isn't  sensitive  to  light, 
and  can  be  stored  prior  to 
press  if  needed. 


Sheila  Nysko,  Director  of  Business  Development 


Agfa  Graphics 


wvvw.agfa.com 


AGFA 

Stay  .\head.  With  Agfa  Graphics. 
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KAMEN  &  CO.  GROUP  SERVICES 

For  Those  Who  Demand  Excellence! 
WWW.KAMENGROUP.COM 
Follow  us  on  twitter  at  www.twitter.com/kamengroup 
Customized  User-friendly  25  page  Appraisals  &  Business  Plans. 

The  leaders  in  Valuing  Publications  •  Newspaper,  Magazine  &  Shoppers 
New  York  (516)379-2797  •  Email:  lnfo@KamenGroup.com 

•  Expert  Valuation  Witness  •  Acquisitions  •  Mergers  -  Sales 

•  Appraisals  For  All  Print  &  Digital  Media 

•  Website,  B2B  &  Listing  Co.  Valuations  *  Worldwide  Service 

3009  Grand  Blvd,  Baldwin,  NY  1 1  SI  0-471 9 


Newspaper  Brokers 


Newspaper  Brokers 


ROCK  SOLID 
TRANSACTION 


The  Greenville  Advocate 
Greenville,  Illinois 

Cribb,  Greene  &  Assodakts  is  pleased  to 
congratulate  Rich  and  Ronda  Reeves  on 
the  sale  of  The  Greenville  Advocate  to  the 
"Enquirer-Democrat,  Carlinville,  Illinois. 


104  East  Main,  Snift  402 
Bmetnan,  MT  59715 
Phone:  406-586^21 
Fax:  406-5S6-S774 
crihb.com 


BROKERAGE  •  APPRAISAL  •  CONSULTING  •  SINCE  1923 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  references 
(214)  265-9300  Ted  RkkenI 

Rickenbacher  Media 

6731  Desco  Dr.,  Dallas,  TX  75225 
www.rickenbachermedia.com 


GAUGER  MEDIA 
SERVICE,  INC. 

Dave  Gauger 

Consulting’Valuations-Sales-Mergers 
P.O.  Box  627,  Raymond  WA  98577 
(360)  942-3560 

www.gaugermedia.com 


Solid  Work. 
Solid  Contacts. 
Solid  Results. 


F 


MEDIA  PARTNERS 

1377  Gold  Meado’iViVVa/  S-ite  1Q0 
Gold  Pi-.er  CA  956'0 
Phone  91 5- 525- 2593 
jeff§joPied'3partners  com 


We  a55ist  owners  in  the  sale  of 
their  newspapers  and  offer  appraisal  and : 
consulting  services.  The  firm's  principal,  1 
Jeffrey  Potts,  has  two  decades  of 
experience  working  for  newspapers, 
evaluating  their  markets  and  operations,  t 
and  managing  their  sale. 

Call  today  for  a  cnnfidentiat  discussion  or,  : 
for  more  information,  visit  i 

jpmediapartners.com  i 

Mergers  *  Acquisitions  *  Valuation*  < 


KNOWLtDCE  •  EXPERIENCE  •  INTEGRITY 


Edward  M.  Anderson 
(417)  336-3457 
brokeredi  @aol.com 


Thomas  C.  Boiitho 
(580)  421-9600 
Jbolitho@bolitho.com 


NATIONAlTflEDlA 

ASSOCmTES 

NEWSPAPER  BROKERS  &  APPRAISERS 

"  “A  Tradition  of  Service” 

,  Call  us  for  a  free  consultation. 

"We  are  very  pleased  with  the  level  of  professionalism  that 
our  transaction  received...we  were  able  to  achieve  a  strong 
value  for  our  enterprise  that  has  been  closely  held  for  80  years." 
Ann  Davis  Oswald  Weave*' 

HI.  Oswald  Enterprises 

"While  the  sale  of  Waupaca  Publishing  Company  was  an 
emotionally  taxing  experience,  the  process  was  made  much 
easier  with  the  advice  &  guidance  of  Ed  Anderson  of  National 
Media  Associates.  I  feel  the  full  value  of  my  company  was 
achieved  in  the  sale  through  the  efforts  of  Mr.  Anderson." 

”  Scott  Turner 

Waupaca  Publishing  Company 

www.nationalmediasales.com 


Call  Jon  Sorenson  for  more  information:  800-887-1615 


www.editorandpublisher.com 


,\IHU!ST  20  11)  E:i)IT(>K8iHrBI.ISIIKK  47 


Phone:800-887-1615 


CLASSIFIED  ADVERTISING 


Fax:  866-605-2323 


Features  Available 

UeWSFAPBF 

CAFTOONS 

As  low  as  $1  per  cartoon 


Features  Available 


www.bolseye.com 


E&V 

EDITORtf  PUBLISHER 

CLASSIFIEDS 


HELP  WANTED 
AD  SPECIAL 


$75.00 


for  3  Inches 

(Approximately  100  words) 

$25.00 

each  additional  inch 


For  More  Information  Call  Jon  at 

1-800-887-1615 


Help  Wanted 


ADVERTISING  DIRECTOR, 
SEACOAST  MEDIA  GROUP 


Seacoast  Media  Group  is  a  cluster  of 
daily,  tri-weekly  and  weekly  publica¬ 
tions,  ADVO  mail  partnership,  and 
high-revenue  web  site,  located  in 
New  Hampshire  and  Maine.  Our 
office  is  located  in  Portsmouth-  a 
thriving  high-tech  and  culturally  rich 
area  on  the  New  Hampshire 
Seacoast. 

The  successful  candidate  should  be  a 
positive,  confidence-inspiring  sales 
leader  who  develops  the  sales  pro¬ 
fessionals  to  prospect,  make  a  high 
volume  of  calls  and  presentations, 
and  close  sales  for  individual  and 
team  success.  This  position  will  lead 
implementation  of  a  sales  strategy 
that  includes  consultative  selling, 
providing  value  based  and  creative 
solutions  for  advertisers  that  utilize 
the  entire  media  group  portfolio  of 
products.  The  Director  keeps  current 
with  supply  and  demand,  trends, 
competition,  and  changing  advertis¬ 
er  needs  in  order  to  effectively  set 
product  and  pricing  strategy  in  their 
market. 

Resume  and  details  to: 

Seacoast  Media  Group 
John  Tabor,  Publisher 
jtabor@seacoastonllne.com 
cc:  Stacia  Plumb,HR  Generalist 
splumb@capecodonllne.com 


DIGITAL  SALES  MANAGER 


Tucson  Newspapers  in  beautiful 
sunny  Arizona  seeks  an  innovative, 
experienced  candidate  to  lead  a  tal¬ 
ented  sales  staff  focused  on  growing 
on-line  revenue  and  strengthening 
its  websites  and  local  portals  for 
national  websites.  The  manager  will 
prospect,  develop  new  ideas  and 
sales  strategies,  establish  and  achieve 
revenue  budgets,  regularly  meet  with 
clients  to  build  strong  relationships 
and  train  and  motivate  sales  staff. 

Requirements  include:  Bachelor's 
degree  in  Business,  Marketing, 
Advertising  or  equivalent  experience, 
minimum  2  years  online  sales  and 
sales  management  experience, 
preferably  in  media  or  publishing 
industry. 

Qualified  candidates  must  have 
exceptional  communication,  prob¬ 
lem  solving  and  analytical  skills;  PC, 
Mac  and  Microsoft  applications. 
Position  reports  to  the  VP  of 
Advertising. 

Apply  online  at  www.tucson.com 
Click  “Work  at  Tucson  Newspapers” 
or  fax  your  resume  to:  ' 
520-806-3545. 

Tucson  Newspapers  is  an 
equal  opportunity  employer. 


Help  Wanted 


The  Richmond  Times-Dispatch  has 
an  opening  for  an  enterprising  news 
reporter.  The  ideal  candidate  will 
break  news  and  develop  news  fea¬ 
tures  and  high-impact  enterprise  in 
print  and  online.  Good  news  judg¬ 
ment  and  an  energetic  personality 
as  well  as  strong  writing  and  report¬ 
ing  skills  are  required.  Multimedia 
experience  a  plus.  We're  looking  for 
someone  who  can  get  it  first,  get  it 
right  and  make  it  matter. 

Essential:  driver's  license  (a  car  may 
be  needed  for  assignments).  Must  be 
able  to  cover  meetings,  hearings  and 
various  events  in  person  as  well  as 
by  phone.  Must  have  the  reporting 
skills,  news  judgment,  ethics  and 
drive  to  uncover  and  report  stories 
the  front  page  of  the  newspaper  and 
website  can't  live  without.  Must  be 
able  to  type  articles,  story  budget 
lines,  e-mails  and  other  essential 
communications  in  a  timely  manner, 
including  on  deadline.  Must  be  will¬ 
ing  and  able  to  capture  sound  and 
occasional  video  or  still  Images  on 
assignment  and  then  work  that  up 
into  another  facet  of  the  story.  Must 
be  able  to  communicate  orally  and 
in  written  form  in  standard,  concise 
English  and  write  with  accuracy  and 
flair.  Must  be  able  to  develop  enter¬ 
prise  stories  off  the  news,  generate 
story  ideas  and  contribute  to  online 
content.  Must  be  able  to  work  a 
beat,  get  to  know  its  players  and 
have  the  drive  to  break  news.  Must 
be  able  to  manage  several  assign¬ 
ments/stories  at  one  time,  both  long, 
multiday  articles  and  short,  quick 
ones.  Must  be  able  to  take  construc¬ 
tive  criticism  and  direction.  Must 
think  visually,  suggesting  photo/art 
assignments  and  other  additional 
information  to  complement  articles 
to  provide  readers  multiple  points  of 
entry  into  a  story. 

Please  send  five  writing  samples 
to  Paige  Mudd,  News  Editor, 
Richmond  Times-Dispatch,  300  E. 
Franklin  St.,  Richmond,  Va.  23293. 

Also,  apply  online  at 
www.mediageneral.com 
and  reference  Job  ID  #RNI-001086 
EOE  / 


E&P 

CLASSIFIEDS 
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For  more  information  on  how 
we  can  heip  you  promote  your 
business,  caii  1-800-887-1615 
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How  newspapers  lose  out  if  Comcast  gets  the  OK  to  buy  NBC 

BY  CORIE  WRIGHT 

WHEN  YOU  WORK  IN  THE  NEWS  INDUSTRY,  IT’S  NOT  HARD 

to  find  evidence  of  the  negative  impact  of  media 
consolidation.  As  media  companies  get  bigger,  local 
news  and  in-depth  reporting  take  a  hit.  Employees 
get  laid  off.  Important  stories  go  uncovered. 
Now  there’s  a  new  media  merger  on  the  horizon.  And  if  approved 
by  the  government,  it  will  make  matters  worse  for  Americans  both 
inside  and  outside  the  news  business.  Newspapers  could  be 
especially  hurt  if  the  deal  goes  through. 


In  December,  cable  giant  Comcast 
announced  it  would  buy  NBC  Univer¬ 
sal.  Comcast  has  agreed  to  pay  roughly 
$30  billion  for  the  company  —  but  the 
cost  to  the  public  would  be  far  greater. 

If  Comcast,  the  nation’s  largest  cable 
and  Internet  access  provider,  takes  over 
NBC,  it  would  be  the  largest  media 
merger  in  a  generation.  The  combined 
company  would  include  the  NBC 
broadcast  network  (which  supplies 
programming  to  NBC-affiliated 
stations  all  over  the  country),  10  NBC 
owned-and-operated  TV  stations, 
the  Telemundo  broadcast  network, 

16  owned-and-operated  Spanish 
language  TV  stations,  Internet 
properties,  exclusive  rights  to  the 
Olympic  games,  regional  sports 
networks,  television  and  movie  studios, 
as  well  as  an  ownership  stake  in  a  slew 
of  cable  channels,  including  MSNBC, 
the  USA  Network  and  E!. 

In  short,  Comcast  and  NBC  would 
control  a  sizeable  chunk  of  the  content 
you  watch,  as  well  as  access  to  the 
platforms  you  use  to  watch  it  — 
namely,  broadcast  TV,  cable  TV,  and 
the  Internet.  Indeed,  market  analysts 
have  estimated  that  a  combined 
Comcast/NBC  would  control  1  in 
every  5  hours  of  television  viewing. 


The  proposed  merger 
would  hit  the  “overlap 
markets”  the  hardest  — 
the  10  cities  from 
Philadelphia  to  San 
Francisco  in  which  NBC 
owns  local  TV  stations 
that  already  have 
Comcast  cable  and 
Internet  service.  If  this  merger  goes 
through,  one  company  will  control 
access  to  content  online,  via  cable  and 
over  the  airwaves  in  these  communities. 

In  these  markets,  Comcast/NBC 
will  become  a  monster  advertising 
contender.  In  fact,  Comcast  is  already 
the  largest  local  advertising  distributor 
in  the  cities  where  it  plans  to  buy  NBC 
broadcast  stations.  With  this  combina¬ 
tion  of  local  broadcast  and  cable 
advertising,  Comcast  could  easily 
distort  ad  rates  —  diverting  advertising 
revenues  not  just  from  broadcast  outlets 
in  those  cities,  but  also  from  newspapers 
and  other  print  media.  This  would  mean 
even  less  income  to  invest  in  local  news. 

The  proposed  merger  also  threatens 
competition  and  innovation  as  new 
forms  of  online  video  delivery,  like 
Hulu.com,  are  emerging  and  gaining 
audiences.  If  the  merger  is  approved, 
Comcast  could  prioritize  its  own  online 


content  —  shoving  newspapers’  digital 
properties  to  the  back  of  the  line  —  and 
stifle  the  free  flow  of  Internet  traffic. 

If  this  seems  like  a  raw  deal  for 
Comcast’s  competitors  and  consumers 
alike,  it  is.  But  that  hasn’t  stopped 
Comcast  from  shelling  out  millions  to 
convince  Washington  otherwise. 

Comcast  spent  $12.6  million  on  100 
lobbyists  in  2009,  and  another  $3.1 
million  in  the  first  quarter  of  2010.  Most 
of  this  has  gone  toward  hiring  beltway 
insiders,  including  7$  former  govern¬ 
ment  officials,  to  join  its  lobbying  arm. 

That  may  sound  pricey,  but  Comcast 
can  well  afford  it.  In  2009,  Comcast’s 
operating  income  was  $7-2  billion,  up 
7%  from  the  year  before.  Plus,  spending 
$15  million  on  100  lobbyists  is  chump 
change  when  you  consider  what 
Comcast  pays  its  top  brass.  CNN  Money 
ranked  Comcast  CEO  Brian  Roberts  as 
one  of  the  five  “Highest- 
Paid  Worst  Performers” 
in  America  for  2008. 
Roberts’  2008  compensa¬ 
tion;  $40.8  million. 

If  you’re  a  Comcast 
customer,  you  probably 
think  that  money  would 
be  better  spent  improving 
your  service  or  lowering 
your  bill  rather  than 
helping  the  cable  giant  get  even  bigger. 
Comcast  consistently  ranks  among  the 
worst  companies  in  customer  service, 
and  was  named  “Worst  Company  in 
America”  in  2010  by  Consumerist.com. 
Even  so,  Comcast  customers  have 
already  been  subjected  to  price  hikes  of 
nearly  50%  in  some  areas.  So,  clearly, 
the  company  is  not  above  padding  its 
bottom  line  by  raising  cable  rates. 

That’s  the  bad  news.  The  good  news: 
The  government  gets  to  review  the 
proposed  merger.  The  Department  of 
Justice  and  the  Federal  Communications 
Commission  are  supposed  to  carefully 
review  the  transaction  and  consider 
what’s  best  for  the  public.  To  see  what 
you  can  do  about  this  bad  deal,  visit 
www.freepress.net/comcast.  [1 


Corie  Wright  is  Policy  Counsel  for  Free 
Press,  a  nonprofit  organization  working 
for  media  reform. 
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BY  SHAWN  MOYNIHAN 


NEWSPEOPLE®  EDITORANDPUB  LISHER.COM 


NEW  YORK 


Arthur  S.  Brisbane 

The  former,  editor  and  publisher  of 
The  Kansas  City  Star  and  a  former 
Washington  Post  reporter  and  editor 
is  The  New  York  Time^  new  public 
editor.  In  2005,  Brisbane  was  named 
senior  vice  president  of  Knight  Bidder 
Inc.,  and  in  recent  years  has  consulted 
for  such  organizations  as  the  Nieman  Foundation.  He  is 
the  Gray  Lady’s  fourth  public  editor  in  the  past  seven 
years,  and  will  serve  for  three  years. 


NEWSROOM 

A  I.  A  B  A  M  A 

Dave  Martin  has  been  named  staff 
photographer  for  The  Associated  Press 
in  Alabama.  Martin  joined  the  AP  as  a 
staff  photographer  in  Montgomery  in 
1983,  and  in  2004  he  became  regional 
photo  editor/south. 

C  A  1. 1  F  ()  R  N I  A 
Kris  Viesselman  has  been  named  manag¬ 
ing  editor  and  creative  director  at  The 
San  Diego  Union-Tribune.  Viesselman 
previously  served  as  National 
Geographic’s  director  of  interactive 
publishing  and  digital  product 
development.  Yuri  Victor  has  been 
named  product  design  and  development 
manager.  Previously,  he  filled  that  same 
role  for  Gannett  Digital.  Larry  Nista  is 
the  new  A  Section  and  In-Depth  editor. 
Nista  previously  served  as  graphics 


director  at  The  Washington  Post. 

Diana  McCabe,  who  helped  launch 
Entrepreneur  magazine’s 
SecondAct.com,  joins  the  newsroom 
as  business  content  leader. 

John  Arthur  has  been  named  interim 
editor  of  The  Bakersfield  Californian. 
Arthur,  former  executive  editor  at  the 
Los  Angeles  Times,  succeeds  Mike  Jenner. 

C  O  1. 0  R  A  D  () 

Don  Lindley  has  been  named  managing 
;  editor  of  The  Durango  Herald.  Lindley 
j  served  as  executive  editor  of  the 
Daytona  Beach  (Fla.)  News-Journal 
from  1988  until  this  April. 

ILLINOIS 

Joycelyn  Winnecke,  associate  editor  of  the 
Chicago  Tribune,  and  Managing  Editor 
j  Jane  Hirt  are  adding  the  title  of  vice 
I  president.  Both  will  take  on  added 


j  duties  as  the  paper  looks  to  further 
j  collaborate  with  its  television  partners. 

I  TENNFiSSEE 

Clint  Brewer  has  been  named  political 
editor  of  The  Tennessean  in  Nashville. 

I  Brewer  most  recently  completed  a 
14-month  tenure  at  the  Tennessee 
Center  for  Policy  Research  where  he 
served  as  executive  director. 

\’  I  R  G  1  M  A 

Peggy  Bellows  has  been  named  managing 
editor  of  Media  General  Inc.’s  consoli¬ 
dated  editing  center  that  will  serve  its 
three  biggest  newspapers.  Bellows  most 
recently  was  managing  editor  of  the 
Richmond  Times-Dispatch.  Executive 
Editor  Glenn  Proctor  assumes  oversight 
of  the  paper’s  news  operation. 

BUSINESS 
I  FLORIDA 

Dave  Neill  has  been  appointed  president 
and  publisher  of  the  Naples  Daily  News. 
\  He  has  also  been  named  a  regional 
j  publisher  for  the  E.W.  Scripps 
[  newspaper  division  in  Southwest 
Florida.  Neill  most  recently  served  as 
the  Daily  News  acting  publisher,.and 
was  named  its  vice  president  and 
general  manager  in  2007. 

NOR  I  II  C  R  O  L  I  N  A 
Jeffrey  Green  has  been  appointed 
publisher  and  president  of  the 
Winston-Salem  Journal.  Green  joined 
the  newspaper  last  November  as  vice 
president  of  sales  and  marketing  and 
had  served  as  the  interim  publisher 
since  May. 

ADVERTISING 

I  I  L  L  I  N  O  I  S 

Doug  Thomas  has  been  promoted  to 
executive  vice  president/general 
manager  for  Tribune365,  the  national 
sales  solutions  group  for  Tribune  Co. 
Previously,  Thomas  was  senior  vice 
president/GM  for  Tribune365’s  western 
and  retail  divisions. 


Philadelphia  Inquirer  staff 
writer  Craig  R.  McCoy,  who 
has  worked  to  expose  injustice 
and  corruption  in  his  city  for 
nearly  three  decades,  is  this 
year’s  recipient  of  the  2010 
I.F.  Stone  Medal  for  Journalis¬ 
tic  Independence.  The  award 


www.editorandpublisher.com 


is  administered  by  the  Nieman 
Foundation  for  Journalism  at 
Harvard  and  its  Nieman 
Watchdog  Project. 

Michael  Powell  won  May’s 
Sidney  award  for  his  New 
York  Times  story  “Blacks  in 
Memphis  Lose  Decades  of 
Economic  Gains,”  a  portrait  of 
the  recession’s  devastating 


effects  on  Memphis’  black 
community.  The  Sidney  Award 
is  bestowed  by  the  Sidney 
Hillman  Foundation  to 
recognize  outstanding 
pieces  of  socially  conscious 
journalism.  To  read  an 
interview  with  Powell 
about  his  win,  go  to 
http://bit.ly/cX2qpE. 


Michele  Salcedo  is  the  new 
president  of  the  National  Asso¬ 
ciation  of  Hispanic  Journalists. 
An  editor  in  Washington  for 
The  Associated  Press,  Salcedo 
serves  a  two-year  term  leading 
the  nearly  1,400-member 
organization. 
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Industry  Leaders  in 

TV  Magazine  Ad  Sales 

What  We  Offer: 

Advantage  Newspaper  Consultants  is  the 

^  Sales  tools  &  techniques  designed  to 

nation's  #1  TV  magazine  ad  sales  consulting 

find  the  untapped  revenue  in  your  market 

company.  For  more  than  a  decade,  we  have 

Experienced  sales  professionals  provide 

worked  with  newspapers  to  generate  millions  in 

on-site  support. 

ad  revenue.  We  offer  a  complete  TV  magazine  ad 
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